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ABSTRACT 
 
This study explored the guidelines advocated by selected media content 
analysis with the aim of identifying effective approaches to evaluate 
audience responses to promotional messages. Drawing from literature and 
documented deliberations by industry professionals, content-specific analysis 
protocols were applied and tested using a case study representing topic-
specific responses to the Two Oceans Quay 5 product launch. In doing so, a 
logical observation of the communication in unpaid media placements and 
relevant discussions distributed in public media channels was completed. It is 
in this sense that this research enriches the study of public relations with a 
particular focus on output-driven evaluation. It provides insights into 
qualitative and quantitative publicity measurement and suggests how these 
methods can be useful to explicate the impact of media coverage as a 
public relations element. While it largely focused on discovering improved 
media content analysis solutions, this study revealed that content-driven 
analysis can only be useful when its protocols are aligned with the context of 
the data and if communication practitioners remain aware and transparent 
of its subjectivity. In this regard, this study helps to generate an understanding 
of the subjective dynamic of public relations and the importance of in-depth 
and adaptable publicity assessments to help distinguish public relations as a 
purposeful branding function next to advertising and marketing. 
 
Key terms: AVE (advertising value equivalent), media content analysis, 
publicity, publicity analysis, PR (public relations), brand communication 
planning and research. 
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CHAPTER ONE: INTRODUCTION TO THE RESEARCH 
 
1.1 Introduction 
At the First World Assembly of Public Relations Associations in 1978, the initial 
definition for the term ‘public relations’ was coined as ‘the art and social 
science of analysing trends, predicting their consequences, counselling 
organisational leaders, and implementing planned programmes of action 
which will serve both the organisation and the public interest’ (Skinner et al. 
2010: 4; Puth and Steyn 2000: 4).   
 
Puth and Steyn (2000: 3), however, choose to refer to public relations 
(henceforth PR) as ‘corporate communication’. Accordingly, these authors 
believe that ‘PR’ has been repeatedly redefined alongside social and 
economic changes to the extent that the theoretic consensus about how PR 
is to be conceptualised remains indefinite.  
 
Despite this presumption, Puth and Steyn (2000: 5) do regard PR as an 
important management function in branding. In the context of branding, 
they underline PR as a practice that surpasses the notion that its role in brand 
strategy simply incorporates communication techniques. That is, PR includes 
various functional dimensions including publicity, media relations and 
promotions, and characterises journalistic tendencies.  
 
As a result of its predominant focus on enhancing stakeholder relations, PR is 
considered a significant component in managing the reputation of 
companies and their brands (Phillips and Young 2009: 17). In Phillips and 
Young’s second edition of Online Public Relations (2009), they reiterate Puth 
and Steyn’s (2000) views on PR in the context of communication 
management: they imply that PR goes ‘beyond reputation; where it is 
concerned with the broader and more challenging realm of relationship 
optimization’ (Phillips and Young 2009: 17). In light of this, one can assume 
with certainty that it is the PR practitioner’s responsibility to create favourable 
communication links between the brand and its key stakeholders. At the 
same time, it is expected that the practitioner remains up-to-date regarding 
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the type of information that is of value to the consumer and how the impact 
of message distribution can benefit the client organisation (Phillips and Young 
2009: 17).  
 
This is particularly important for communication specialists and when they 
plan to generate media publicity. The Public Relations Institute of Southern 
Africa (PRISA) describes publicity as the ‘published or broadcasted (unpaid) 
content generated by a PR practitioner, stakeholders or the media itself in 
the form of editorial copy, photo captions, cartoons, letters to the editor, blog 
opinion et cetera’ (2013a: ¶2) 1 . Considering this description, producing 
newsworthy content can enable brand strategists to establish and strengthen 
brand cognisance among intended audiences. 
 
It is in this regard that publicity has played a considerable part in the 
acceptance of PR as a profession and having it recognised as a valuable 
element in business. Planning and evaluating PR practitioners’ ability to 
produce newsworthy content that is disseminated to the greater public is 
therefore crucial for sustaining PR in the competitive branding environment. 
To add to this statement, it is thought that reporting on publicity outcomes in 
a transparent manner that is easy to interpret and in an era where sales-
driven targets reign, is essential in PR. This statement can be substantiated 
with what Fombrun and Van Riel (2007: 200) regard are the most 
acknowledged benefits of publicity: (1) generating favourable impressions for 
the brand, (2) representing cost-effective third-party endorsements and (3) 
making a long-lasting impact on consumers’ views and reactions to the 
brand. Thus, it can be said with certainty that publicity plays an indefinite role 
in distinguishing PR as a useful resource in branding. 
 
1.2 Significance of the study 
Providing an understanding for the impact of PR has generally been a 
recurring issue for practitioners throughout the modern development of the 
field. Aside from this, past and current misunderstandings about the PR 
concept has led to a widely adopted preconception and it is an 
                                                          
1 The symbol, ¶, is used to cite website sources that have been consulted for this study; it is used throughout 
this treatise to specify the paragraph number per source from which information has been drawn. 
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undervalued construct in business; a ‘poor and distant cousin of advertising’ 
(Van Riel and Fombrun 2007: 200).  
 
As was argued above, publicity is a fundamental facet of PR as it helps to set 
the profession apart from other communication components, such as 
advertising and marketing. Nevertheless, while publicity offers output-driven 
results, it is not representative of the dynamism of PR. However, evaluating 
publicity is crucial to explicating the impact of PR tactics in the competitive 
commercial environment of branding.  
 
To help elucidate PR performance in market-driven environments, media 
monitoring services are outsourced by PR practitioners and organisations to 
trace unpaid media placements. These include all or some of the information 
usually generated by PR practitioners and/or the organisation, and which has 
been supplied to the press and influential intermediates. A measuring 
strategy often used by media tracking companies is the advertising value 
equivalence (hereafter AVE) framework; a statistical formula that attributes a 
capital value for publicity using the relevant media outlets’ advertising rates 
as a basis for estimates (PRISA 2013a: ¶3). 
 
As articles by Furlonger (2013), Veley (2013) and Chauke (2012) suggest; 
although the AVE calculation presents a widely-accepted measurement 
concept, companies that use the formula are prone to assessing outcomes 
differently, and this leads them to misconstrue the value of publicity efforts. 
 
Internationally, there is a growing sentiment towards replacing AVEs with 
improved and more secure measurement standards. Similarly in South Africa, 
it is recognised that there is a need to substantiate the impact of media 
coverage against commercially-driven objectives (Furlonger 2013: 48). Then 
again, it is highlighted that having the South African PR industry move away 
from AVEs is a task that may not be fulfilled in the near future (Furlonger 2013: 
48). 
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This treatise addresses the uncertainties about PR and argues that PR is as an 
impactful practice; it affiliates with practitioners’ use of quantitative 
measurement to calculate publicity outcomes. The study is also extensive in 
its investigation of qualitative approaches to publicity evaluation. 
Accordingly, different content-specific study methods were applied and 
investigated using a case study representing a collection of topic-specific 
responses to the Two Oceans Quay 5 product launch in South Africa. In this 
way, the study incorporates international and South African perspectives. As 
a result, the research concludes with suggestions as to how combined 
qualitative and quantitative measurement elements can benefit structured, 
detailed publicity assessments. Therefore, specialists working in the field of PR, 
as well as management, will become more knowledgeable about the 
capabilities of content-specific analysis instruments to assist in assessments of 
audience responses to promotional tactics in traditional and social media. It 
is also hoped that the research will encourage specialists to necessitate 
publicity research in the planning and reviewing of brand communication 
objectives.  
 
 1.3 Research question  
What are the effective approaches to evaluate audience responses to 
promotional messages? 
 
1.4 Aim 
The aim is to determine the effective approaches to evaluate audience 
responses to promotional messages. 
    
1.5 Principle questions guiding the study 
 
− How is PR defined as a communication element in branding? 
− What is publicity’s role as an indicator of PR?  
− How are media analysis techniques limited to and/or useful in 
measuring audience responses? 
− In what way can the criteria prescribed by media analysis 
contribute to improved models of assessment in publicity reviews? 
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1.6 Objectives 
 
− To explore themes of concern that can increase the 
understanding of the issues associated with media analysis in a PR 
context. 
− To determine factors that will help motivate the development of 
sound models of publicity measurement. 
− To discover insights into the capabilities of publicity analysis 
techniques to assist in reviews of brand communication in a PR 
context. 
  
1.7 Research design 
In this research study, the research design includes a mixed methods 
approach predominantly using qualitative data. The research design is 
described according to the following methods: 
 
 1.7.1 Content analysis 
A content analysis is a qualitative approach to systematic research (Grbich 
2013: 190). According to Grbich, it uses large amounts of information, and 
labels or categorises the relevant data to determine the patterns of words, 
their regular or irregular presence, the relationships of structures, contexts and 
other associations. Content analysis was seen to be an ideal method for 
completing this study as the research dealt with various texts as part of a 
case study. 
 
Using knowledge from theory and documented debates about the validity of 
output analysis in PR, the researcher was able to relate the applicability of 
selected media content analysis protocols. This allowed for a detailed 
assessment of brand-specific intermediate responses that were distributed in 
public media channels. Accordingly, media content analysis procedures 
were used to observe the nature of mediated reactions to promotional 
tactics. This also enabled the researcher to investigate the degree to which 
the measurement instruments were useful for constructing a descriptive 
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evaluation report of the brand mentions in traditional public media and 
social media platforms. 
 
 1.7.2 Case study 
According to Du Plooy (2009: 180), a case study is rather a flexible method to 
align studies with the purpose of the research problem or question. It can be 
made up of individual data units as long as these can relate to a single group 
or an identifiable situation.   
 
Considering Du Plooy’s definition of a case study representing media 
coverage and social media dialogue relating to the Two Oceans Quay 5 
product launch in South Africa was constructed to conduct an extensive 
media content analysis. In this way, the functions of selected media content 
analysis protocols were investigated. The data results therefore assisted the 
researcher in deducing whether content-driven analysis methods offer 
relevant solutions in comparison to quantitative measurement prescribed by 
AVEs.  
 
Chapter five of this treatise presents an in-depth description of the research 
design and methods.  
 
1.8 Conclusion 
The next three chapters will present the literature review on the issues that 
motivated this research. Chapter two deciphers PR in view of its 
development, the profession’s role as a communication element and how it 
has been impacted by new technologies. The chapter thereafter explores 
the importance of publicity in PR and, accordingly, contains an in-depth 
discussion of PR evaluation. The last chapter of the literature review, chapter 
four, focuses on publicity analysis methods and introduces the main media 
analysis schemes that were used to execute the study’s data analysis. 
Chapter five details the research design while chapter six is made up of the 
data analysis as was explained above. The concluding chapter, chapter 
seven details the limitations of the study, discusses the results of the data 
investigated and summarises the suggestions for future research is made.  
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CHAPTER TWO: PLACING PUBLIC RELATIONS (PR) IN PERSPECTIVE 
 
 2.1 Introduction 
Firstly, this study aims to determine the effective approaches to evaluate 
audience responses to promotional messages. Secondly, the research 
evaluates the applications of such elements for developing descriptive 
interpretations of publicity. The PR field is not the focal point of this study; 
however publicity objectives are often fundamental to PR programmes. As a 
result an adequate understanding of the profession and its key concepts and 
developments is needed to support a comprehensive investigation of the 
methods used to evaluate media coverage. 
 
PR operates in a business landscape that is driven by digital developments, 
the increasing demands of ever-more proliferated consumer groups and 
constant societal and economic changes. It is therefore necessary, when 
reviewing the dimensions of PR, to keep these conditions in mind. The 
following chapter aims to enrich specialists’ understanding of the 
quintessential facets of PR in this context. It also addresses the following 
question:   
 
− How is PR defined as a communication element in branding? 
 
In accordance, this chapter commences with an enquiry into the stance of 
PR as a stand-alone managerial asset in branding and as an 
accompaniment to other communication specialities. PR’s role as a 
communication management function is discussed in depth. To conclude 
the chapter, an overview of the impact of advancing technologies on the 
progression of PR is provided. 
 
 2.2 The branding process 
Branding involves the identifying of the aspects of an organisation, individual, 
group, product or service and combining these to create a unique 
representation that is, or has the potential to be, appealing to external 
stakeholders (Levine 2003: 3-4). At the time of Levine’s study no specific 
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definition for branding was established. Nonetheless, the concept of 
branding has continued to prompt agencies to develop more competitive 
and captivating business strategies, and to align brand communication 
objectives with the demands of the new-age consumer. Taking a similar line 
of thought, Levine (2003: 4) accredits Mark Lacter, editor of the LA Business 
Journal, who observes: 
 
 
branding has always been a critical subject, and has everything 
to do with instant recognition in a very instantaneous society. The 
ability to establish your name quickly and have your customer 
respond to that quickly is the name of the game. 
 
Lacter’s remarks about branding are reiterated in more recent academia. 
Accordingly, Diggs-Brown (2012: 356) proposes that a brand represents the 
overall mission of a corporation and how the organisation’s approach will be 
reflected to its most important audiences.  
 
Branding has traditionally been studied as an economical construct and 
currently plays an exponential role in the social experiences of consumers 
(Fan 2005: 341). Fan also states that it is increasingly evident that branding is 
less about the actual brand, product or service. Instead, a new culture of 
branding has developed which revolutionises branding from being used for 
promoting a brand to being used for defining it according to lifestyle-specific 
values. 
 
As mentioned above, branding remained an unnamed phenomenon 
throughout its earlier development. Kornberger (2010: 10) points out that the 
branding concept has had a strong impact on the relationships between 
organisations and their public and is considered a useful accompaniment in 
managing the internal cohesion of companies2. 
                                                          
2 Kornberger (2010: 48) argues that to better understand the branding process it is important to define 
managerialism: ‘the ideas and practices that promise to increase performance, effectiveness and 
efficiency through the application of universal management principles which can take the form of a 
symbol or a sign’. In view of this, Kornberger further explains that the brand acts as an interface between 
the company’s internal and external environments. In a more concise description, this author compares a 
brand to ‘an institutionalised yet contested space in which producing and consuming takes shape: a 
brand represents a field rather than a single phenomenon or an object and can be the result of a set of 
practices’. 
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In following, Levine (2003: 1-2) maintains that to understand what branding 
does in fact necessitate, it is important to recognise what branding does not 
mean:, 
 
− branding does not mean to simply label a company or product and 
to propagate a name to the public until it is household term; 
− when naming a brand, it is not intended to expand the brand, but to 
differentiate it from other brands; 
− a brand cannot be enhanced if it does not deliver what it promises. 
In reality, this can harm the reputation of the brand; 
− branding does not mean merely carrying out a campaign. Without 
having a name associated with a product, company, or title, no 
campaign can be successfully executed. 
 
From the literature reviewed, it is suggested that some of the prerequisites of 
a successful brand are: 
 
− to convey a strong, consistent personality; 
− the result of substantial research into consumer environments; 
− branding efforts need to remain hidden from the public in order to 
make an impression; 
− a brand must display a unique tone that provides confidence to its 
supporters. 
 
The desired effects of branding are achieved with a combination of various 
elements. In this sense, branding can be viewed as the result of integrated 
marketing communication. Keller (2007: 283) details that in order to integrate 
communication functions, different disciplines should work together to inform, 
persuade and remind consumers about the brands they sell3. Furthermore, 
Van Riel and Fombrun (2007: 28) highlight that the integration of 
communication functions is conventionally rooted in marketing. They argue 
that factors such as product, place, price and promotion have placed the 
consumer at the centre of all strategic decisions. Smith (2005: 4) somewhat 
                                                          
3 Integrated marketing communications also represent the ‘voice of the brand and are a means by which 
the brand can establish a dialogue and build relationships with consumers’ (Keller 2007: 283). 
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broadens this marketing outlook. He states that usually integrated 
communications are generally initiated when marketing and PR overlaps. 
Van Riel and Fombrun’s (2007) study does not emphasise this, but does relate 
marketing and PR to be manifested in similar activities including media 
advertising, editorial, publicity, product placement and promotions.  
 
The ties between marketing and PR provide significant insights for the 
development of this study. However, the research recognises branding being 
the product of a three-pronged approach: (1) advertising, (2) marketing and 
(3) PR. These three areas of expertise must exist constructively and cohesively 
to enhance a company’s efficiency. At the same time, they should 
contribute individually to branding procedures so their particular attributes 
are different from other communication functions. It is not surprising that these 
components are often confused. Research argues the differences between 
advertising, marketing and PR. In responding to this, a theoretical overview of 
each of these disciplines and their respective characteristics follows below. 
 
 2.2.1 Branding components   
 2.2.1.1 Advertising 
Advertising usually entails direct means of communication for which payment 
is made. Generally, the purpose of advertising is to make the public aware of 
the brand, product or service being offered. Advertising is involved in every 
developing stage, from the birth of the brand and its identity to introducing 
the public to its personality (Levine 2003: 6-7).  
 
In creating a brand it is crucial that audiences can recognise its identity. If the 
brand is misinterpreted, the brand is less likely to be accepted as a household 
term. In view of this, it is important that advertising is not at the centre of 
brand creation. Rather, advertising defines the brand and its users by using 
different narratives to showcase its identity (Levine 2003: 6-7). 
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 2.2.1.2 Marketing 
Smith (2005: 4) refers to marketing as a management function that centres on 
the aspects of brands, products and services that correspond with the 
requirements of consumers. Whereas advertising introduces the brand to the 
public, marketing determines how the brand is to be presented or advertised. 
Levine (2003: 11) states:  ‘if advertising is the way the public usually discovers 
a product, marketing determines what it will discover’.  
 
The initial priorities of those doing the marketing are to study, filter and 
categorise their ideal target audience. Instead of assigning it an identity, 
marketing takes account of the brand, product or service’s features, and 
aligns these with the interests of the intended audience(s).  
 
 2.2.1.3 PR 
PR is an important research topic in this study and is discussed in the literature 
review chapters. This section looks specifically at PR as a distinct branding 
function. 
 
Like marketing, PR constitutes a management function. The difference is that 
PR is based on long-term patterns of interactions between an organisation 
and its public (Smith 2005: 4). PR is set apart from other sales-driven branding 
components, such as advertising and marketing, in that it seeks to confirm 
the public’s opinion of a brand, product or service (Levine 2003: 6). Consistent 
communication with consumers enables PR practitioners to monitor their 
audience’s immediate reactions. Essentially, this allows specialists to review 
current brand strategies, and decide whether adaptations to 
communication schemes are necessary or whether audience responses are 
favourable for the brand. Some frequent PR tactics include producing and 
spreading information to designated media platforms. These activities are 
intended to reach the public and to positively influence their attitudes and 
behaviours to the product. To do this, PR consultants deliver messages via 
third-party communicators4 such as journalists and reporters. Advertising and 
marketing, on the other hand, rely mostly on direct, paid-for channels to 
                                                          
4 Third-party communicators endorse the placement of messages in mass media should they decide that it 
is of interest to their audiences (Levine 2003: 13). 
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disseminate planned messages. Because PR pursues innovative, unpaid 
means to communicate the brand message to target audiences, PR 
practitioners have less control over the medium and how the original 
information will be portrayed. 
 
 2.3 Definitions of PR 
The initial definition for PR was established at the First World Assembly of PR 
Associations in December 1978 (Skinner et al. 2010: 4):  
 
The public relations practice is the art and social science of 
analysing trend, predicting their consequences, counselling 
organization’s leaders, and implementing a planned programme 
of action which will serve both the organization and the public 
interest. 
 
In two attempts, the Public Relations Society of America (PRSA) endeavoured 
to create a foundation for a consensus terminology (Skinner et al. 2010: 4). 
First, in 1982, the PRSA described PR as an element that ‘helps an organization 
and its publics adapt mutually to each other’ (PRSA 2009-2013: ¶3). As the 
profession and its associations developed, PR became a universal phrase. This 
called for an established definition that would be associated with the 
practice’s changing contexts. In November 2011, PRSA instigated a national 
campaign to gather the opinions of PR specialists to establish a more modern 
definition for PR (PRSA 2012: ¶1). By March 2012, PR was accepted as the 
‘strategic communication process that builds mutually beneficial relationships 
between organisations and their publics’ (PRSA 2012: ¶3). 
 
In a local context, PRISA defines PR as ‘the distinctive management function 
which establishes and maintains mutual communication, understanding, 
acceptance and co-operation between an organisation and its publics’ 
(2013b: ¶1). 
 
In the first chapter of this paper, Puth and Steyn (2000: 3) argue that 
‘corporate communication’ is a more effective term than ‘PR’. 
Consequently, they believe the theoretical unanimity of how PR can be 
conceptualised is unresolved. Moreover, Puth and Steyn explain that 
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‘corporate communication’ is a safer term than ‘PR’, because ‘the negative 
legacy of PR made it increasingly difficult to retain the name in a new 
paradigm of theory and practice’ (2000: 3). 
 
Grunig et al. (2002: 2) differ from Puth and Steyn in that they view PR to simply 
mean facilitating a good relationship. This description serves as a point of 
departure for PR being recognised a foundational component in 
communication management5.  
 
Grunig et al. (2002: 4-5) compare PR to communication management in the 
following: 
 
Public relations or communication management is broader than a 
communication technique and broader than specialized public 
relations programmes such as media relations or publicity. PR and 
communication management describe the overall planning, 
execution and evaluation of an organisation’s communication 
with both external and internal publics. 
 
While there are various descriptions for PR, in order to obtain the goals 
advocated by most hypothesised definitions PR must include the 
following qualities as prescribed by Wilcox and Cameron (2006: 6) and 
Skinner et al. (2010: 5-6): 
 
− analytical: 
• deliberate (must imply intentional activity); 
• planned (must imply organised activity); 
• evaluative; 
• adaptive. 
− performance (based on policies and performance); 
− public interest (mutually beneficial to organisation and its 
public); 
− two-way communication (dialogue and feedback is crucial); 
                                                          
5 Communication management encompass different communication techniques. Since PR is considered 
parallel to communication management, it is likely that new titles for PR, one of which is ‘corporate 
communication’, will be established (Grunig et al. 2002: 2). 
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− management function (an integral part of organisational 
strategy and management). 
  
These definitions underline different aspects of PR which share similarities. 
Wilcox and Cameron (2006), Skinner et al. (2010) and Diggs-Brown (2012: 6-7) 
note that together these characteristics assert that PR requires 
communication, that it entails planned and strategic thinking and, therefore, 
acts as a management function. These categories are further subdivided into 
individual activities which practitioners endeavour to engage, to promote 
and to help manage their client organisation.  
 
Drawing on Seitel (2004), Wilcox and Cameron (2006) and Skinner et al. (2010) 
some of the principal activities in PR can be identified as follows: 
 
− Writing, planning, researching and counselling: where these are 
considered prerequisites to purposeful PR, consultants are expected 
to improve these skills in order to excel in the profession. 
− Media relations: generating and maintaining sufficient media 
relations by devising a strategic programme by researching media, 
identifying key contacts, providing these contacts with detailed 
information, arranging interviews, writing articles and encouraging 
debates on important issues. 
− Publications: practitioners conduct research and prepare, design 
and produce tangible resources such as house journals, newsletters, 
letters and memos, reports, manuals and guides. 
− Corporate image and advertising: managing the corporate image is 
a vital responsibility in PR. Corporate image is either supported or 
damaged by the result of stakeholders’ experiences, impressions, 
beliefs, feelings and knowledge. It is closely associated with 
corporate advertising. Although it is not a form of PR, corporate 
advertising is applied in a similar context. The reason is that PR tactics 
can motivate the input and development of paid-for and controlled 
content produced by advertising. 
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− Sponsorship: companies financially support teams, academic 
learners, non-profit organisations and groups/entities to attain visibility 
and recognition amongst the stakeholders that are particularly loyal 
to these groups. 
− Promotional activities: promotional activities can include small and 
large-scale projects such as events and exhibitions, preparing visual 
material and written communication. 
− Public affairs and issues management: these are proactive processes 
that affect organisations and their public. They entail anticipating, 
identifying, evaluating and responding to public issues that may 
concern the organisation. 
− Lobbying: lobbying refers to building and maintaining relationships 
with government bodies with the aim of influencing legislation and 
regulation. 
− Networking: networking means identifying and developing groups of 
influential people, building community relations and determining how 
messages would appeal to influential individuals. 
 
 2.4 Communication in PR 
Communication can be considered as the process in which messages are 
exchanged and interpreted so that the information is mutually understood. 
According to Diggs-Brown (2012: 176), ‘communication enables us to 
connect with others, share experiences and allows us to inform, teach, 
entertain, and to persuade’. 
 
Diggs-Brown (2012: 6) recommends that effective communication with 
stakeholders, or how people share information and their reactions to different 
types of communication need to be investigated. PR practitioners must be 
knowledgeable about these processes before attempting to manage 
communication. This next section discusses the different stages of 
communication and the theoretical models considered relevant in PR and 
other areas of communication expertise. 
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 2.4.1 Levelling communication 
Figure 1 below illustrates the six different stages during which communication 
takes place. These levels are affected by different conditions and 
characteristics. PR principles are accustomed to different communication 
experiences and a good understanding of the various types of 
communication is needed in PR.  
 
 
Figure 1: Communication contexts and characteristics 
(Source: Diggs-Brown 2012: 178) 
 
Referring to the arguments by Diggs-Brown (2012: 176) and Botha et al. (2007: 
57), the following descriptions for the communication contexts and 
characteristics demonstrated in figure 1 are considered:  
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Intrapersonal communication is described as the thought process of an 
individual, whereas interpersonal communication involves two or three 
people. Small-group communication incorporates shared experiences 
between groups of individuals. While the last two forms of communication 
largely rely on both verbal and non-verbal interactions, they differ in that 
small-group communication offers opportunities for more diverse 
engagement between participants, and has a less powerful effect than 
interpersonal experience. Organisational communication takes a more 
formal approach in that it is hierarchical. Another accepted form of public 
communication6, is face-to-face interactions that take place in a one-to-
many situation where a speaker delivers a message to a live audience. 
Mediated mass communication takes public communication even further: it 
incorporates the use of a mass channel or medium to reach large audiences. 
In this instance, the speaker presents to a group of people who disperses 
information either directly or with the assistance of third-party groups. The last 
three communication types are public as they involve verbal and non-verbal 
techniques where information is supplied in a one-to-many relationship. 
 
 2.4.2 Modelling communication 
PR professionals need to demonstrate a competent level of awareness of 
communication models and understand the importance of feedback in 
implementing communication strategies in PR (Wilcox and Cameron 2009: 
175). This is equally significant when evaluating PR programmes. This part of 
the chapter examines the process of communication and focuses on the 
different stages in which communication takes place. 
  
                                                          
6 Public communication involves verbal and non-verbal techniques where the sender supplies information 
in a one-to-many relationship (Botha et al. 2007: 57). Having considered this definition, it is palpable to think 
that characteristics of public communication relate to mass communication. According to Clear (2011: 3), 
mass communication media are ‘the channels used to convey messages to a large, diverse audience’, for 
example radio, television, newspapers and magazines. 
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Figure 2: Basic Communication Model 
(Source: Narula 2006: 25) 
 
Figure 2 depicts the factors representing the basic process of 
communication. The three major aspects which are regarded as being the 
groundwork for the communication process include (1) the communicator or 
source, (2) the message and (3) the receiver or audience. Subsequent 
elements that further detail this complex process include the medium, noise 
or interference and feedback7.  
 
These components are present in communication models which incorporate 
traits similar to PR. These include, but are not limited to, David Berlo’s Model of 
Communication (1960), George Gerber’s Model of Communication (1956), 
Westley and MacLean’s Transmission Model of Mass Communication (1957) 
and the Shannon and Weaver Model of Communication (1949) (Narula 2006: 
26-34).  
 
Berlo’s model examines the components of communication to determine the 
effect of the message on the receiver. Gerbner’s model takes on a similar 
approach, but looks at the cognitive reception of the message at both ends 
of the communication channel, the sender and the recipient. The model 
proposed by Westley and MacLean again focuses on the response from the 
receiver once the message is interpreted.  Central to the Shannon and 
                                                          
7 From research by Skinner et al. (2010: 73), the basic communication process can be explained as follows: 
the communicator presents the sender, receiver or the source of the communication that attempts to 
communicate with another individual or group. The message includes the content that is to be transmitted 
from the sender to the recipient.  After the message is sent using verbal or non-verbal data, and which is 
transmitted via a chosen medium, the recipient translates the data. If the receiver chooses to respond to 
the information, feedback is given. This demonstrates to the sender that the message has been 
understood. 
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Weaver Model of Communication is the impact of noise on the route and 
outcome of communication. 
 
These models gave way to expanding representations of the communication 
process such as the Defleur Model of the Mass Communication (1966) 
(Narula 2006: 33). The latter is based on the Westley and MacLean’s 
Transmission Model of Mass Communication (1957). As illustrated in figure 3, 
the Defleur Model of the Mass Communication suggests that communication 
to large audiences is a circular or two-way communication process.  
 
 
Figure 3: De Fleur Model of Mass Communication 
(Source: Narula 2006: 34) 
 
Components such as the sender, receiver, the message and the medium, 
noise and feedback have emerged in applications of PR. As surmised in 
Grunig and Hunt’s study, Managing Public Relations (1984), by linking their 
contexts and balancing the power between these components, practitioners 
are more likely to apply effective communication in the different dimensions 
of PR. 
  
 2.4.3 The seven C’s of effective communication 
This chapter has highlighted the importance of communication in PR in that it 
constitutes a form of public communication. Irimieş (2013: 37) proposes that 
to achieve a mutual understanding and manage a clear, consistent public 
voice, they must study and master the seven C’s of effective communication. 
These include: 
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1) Completeness: communication must be complete and fulfil the 
audience’s requirements. The sender must take account of the 
recipient’s way of thinking and conditions that might impact their 
cognitive context.  
2)  Conciseness: a compressed message that is direct, but includes the 
correct information is essential. Benefits associated with this include 
saving costs and time by eliminating repetition, and enhancing its 
appeal.  Again, messages that are to the point lessen the possibility 
for misinterpretation. 
3) Consideration: effective communication must be transparent and 
reveal understanding of the audience, their needs and their specific 
situations.  
4) Clarity: this means specifying aspects in the message that require 
knowledge. The sender must use exact, appropriate and concrete 
words so that it is easy for audiences to clearly understand the 
meaning of the message. 
5) Concreteness: this avoids misinterpretation as it is generated from 
facts, ﬁgures and clear words that aim to build reputation. 
6) Courtesy: courtesy in communication means incorporating gestures 
that show respect and are appropriate when transmitting the 
message. 
7) Correctness: this increases the message’s influence which must be 
exact, correct, accurate and well-timed.  
 
2.4.4 Communication is a two-way street: the Four-Model Typology 
  (Grunig and Hunt 1984) 
Regarded as the founders of PR, Edward Bernays (1891 - 1995) and Ivy Lee 
(1877 - 1934) interlinked propaganda and PR by drawing attention to the 
psychological impact of these concepts on human behaviour (Moloney 2006: 
46-49). According to Grunig (1992: 289), Bernays and Lee, with John Hill (1890 
- 1977), were among the first theorists to recognise the importance of 
communication between an organisation and its stakeholders, but mainly 
asserted that PR is generally propagandistic. Inspired by this, Grunig et al. 
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(2002) emphasised the necessity of two-way communication8. Accordingly, 
Grunig et al. (2002: 306) maintain that two-way communication is the most 
effective application in PR as it encourages dialogue and a shared 
understanding between an organisation and its public. This balanced 
approach is considered as the ideal in PR and is visible in companies’ 
intentions to connect with stakeholders. Ironically, Newsom et al. (2004: 13) 
and Wilcox and Cameron (2009: 175) find that companies are prone to take 
on asymmetrical or one-directional routes unless feedback about their 
environments 9  is used to inform communicators about the best ways to 
persuade audiences. 
 
As previously mentioned in section 2.4, communication is used to ‘inform, 
teach, entertain, and to persuade’ (Diggs-Brown 2012: 176).  For the purposes 
of mass communication, these functions are extended to large audiences. In 
Dynamics of PR and Journalism (2011), Clear emphasises these associations 
between PR and mass communication. Accordingly, he proposes that PR 
‘deals with the mass communication media to carry a specific message, to 
promote an image or an idea, to defend a cause or just carry influence’ 
(Clear 2011: 1). Therefore, it can be said that the changing contexts of mass 
media have had an indefinite impact on the modification of PR in theory and 
practice. As part of their study, Managing Public Relations (1984), Grunig and 
Hunt introduced a Four-Model Typology that expresses the evolution of 
communication styles in PR.  
 
2.4.4.1 Press Agentry/Publicity Model 
The Press Agentry Model, also referred to as the Publicity Model, evolved in 
the mid-1800’s from press agents’ intentions to garner publicity and to 
distribute propagandist messages (Grunig 1992: 287).   
 
Among the four communication models developed by Grunig and Hunt 
(1984), the Press Agentry/Publicity Model exemplifies the most basic form of 
                                                          
8 As opposed to one-way communication, where information is disseminated from a sender to one or more 
recipients, two-way communication presents a dialogue between the different parties involved in the 
communication process (Wilcox and Cameron 2009: 174-175). 
9 ‘Environment’ refers to the individuals, groups, events and circumstances inside and outside an 
organisation that can be influenced by or influence the organisation (Puth and Steyn 2000: 4) 
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propaganda. This model attempts to influence opinions in favour of the client 
or organisation’s reputation by promoting biased messages through one-way 
mass communication media (Grunig 1992: 303).  
 
Diggs-Brown (2012: 183) deliberates that the Press Agentry/Publicity Model is 
applied when only limited research has taken place regarding the intended 
audience’s requirements in attracting them to an organisation’s objectives. 
The PR practitioner or organisation may even deliver incorrect, distorted and 
incomplete information in order to make messages more appealing to 
recipients. 
 
The manipulative use of PR was first recognised in the United States during the 
19th century. This is most visible in Phineas Taylor Barnum’s (1810-1891) 
‘untruthful exaggerations’ (Moloney 2006: 42) in news stories and innovative 
stunts to stimulate interest in his circus, called ‘The Greatest Show on Earth’ 
(Bates 2002: 8). These tactics made Barnum one of the first professionals to 
practise PR (Moloney 2006: 42). Barnum’s approaches are manifested in the 
strong propagandist nature of the Press Agentry/Publicity Model. Thus, the 
Model is sometimes called the P.T. Barnum Model (Matthee 2011: 31-32).  
 
Grunig (1992: 287) signifies that press agentry 10  is a visible feature in PR. 
Although it may not typify an ethical approach, if press agentry enables PR 
practitioners to generate the desired media exposure, its application in PR 
may not conjure the client’s disapproval. Ironically, this contributes to the 
existing confusion about the PR approach to best practice11.  
 
2.4.4.2 Public Information Model 
Grunig (1992: 288) suggests that the start of the 20th century marks the 
development of a second exemplary: the Public Information Model. This 
model differs from the Press Agentry/Publicity Model in that it incorporates a 
                                                          
10 'Press  agentry' refers to sales-driven negotiations, but where the actual aim is to obtain free media 
exposure. 
11 Best practice means taking into account how data that is collected, why it has been collected and how 
the particular data impacts on the rights of the individual or professional entity that is being researched 
(Stacks 2011: 113). 
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journalistic perspective of the distribution of information in PR (Diggs-Brown 
2012: 183). 
 
The concept for the Public Information Model was sparked by journalists’ 
aggression towards corporates’ slandering of news to gain coverage (Grunig 
1992: 288). This influenced PR consultants and organisations to produce their 
own press releases and to demonstrate their willingness to tend to journalists’ 
requirements, thus adhering to the need for truthful information (Grunig 1992: 
288). Nonetheless, the Public Information Model does not instil two-way 
communication. Much like the Press Agentry/Publicity Model, it depends on 
little research, and seeks to reach audiences through mass media. It 
encourages the supply of messages that are more accurate and less 
persuasive. Yet, and as Diggs-Brown (2012: 183) argues, this is subordinate to 
leaving out damaging or harmful information to defend the corporation’s 
interests. 
 
One of the pioneers of modern PR, Ivy Lee (1877 – 1934), established 
principles that are characterised by the Public Information Model (Moloney 
2006: 46; Grunig 1992: 288). During the 20th century, Lee urged leading US 
capitalists to be more transparent about their businesses (Moloney 2006: 48). 
He emphasised that listening to the media was a better strategy than 
dismissing their opinions. Yet, practitioners who were less ethically conditioned 
tweaked Lee’s techniques to disguise potentially threatening information and 
to draw attention away from the truth. Even when hidden, press agentry was 
again given the upper hand in PR. Lee’s approaches to communication 
formed the basis for many guidelines still followed by practitioners, however 
the frequent avoidance of press agentry taints the confidence in the ethical 
conduct of PR. Irrespective of its disadvantages, relationship-building is at the 
centre of the Public Information Model and still used in government, non-
profit groups and other public institutions’ communication strategies.  
 
2.4.4.3 Two-Way Asymmetrical Model 
The Two-Way Asymmetrical Model developed alongside the inception of a 
psychological focus in PR. This embodies a two-way concept with 
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imbalanced effects (Newsom et al. 2009: 53) as it personifies the purpose of 
scientific persuasion rather than a shared understanding between 
communicator and recipient(s).  
 
Unlike the Press Agentry/Publicity and Personal Information Models, the Two-
Way Asymmetrical Model incorporates a high regard for environmental 
research and feedback. In this way, the communicator is informed of how to 
generate a better and more persuasive message, in order to influence public 
opinion12, so that audiences will react as the organisation or client desires 
(Grunig 1992: 288; Wilcox and Cameron 2009: 53). Barnard (2010: 22-23) adds 
that the Two-Way Asymmetrical Model advocates two-way communication 
for the purpose of gathering information that would enable the 
communicator to manipulate public opinion and to advance the company’s 
goals13 .  
 
The scientific approach to PR is traced in the writings of Edward Bernays (1892 
– 1995). Bates (2002: 12) narrates that Bernays ‘viewed PR as an art applied to 
a science - the art of communications applied to social science’14. His uncle 
was Sigmund Freud whose theories concerning the effects of ‘irrational 
unconscious motives on human behaviour’ (Solis 2008: xvii) inspired Bernays’ 
outlook on PR as a give-and-take concept (Grunig 1992: 288). Even so, the 
emphasis of Bernays’ theories was on propaganda. He maintained that to 
achieve consent, the contribution of manipulation was required (Moloney 
2006: 46). According to Tye (1998: 264-265), Bernays managed to refine 
propaganda-type tactics to be effective in attracting the necessary support 
for causes and this established him as a role model for propagandists. 
Regardless of the scrutiny expressed towards his efforts, Bernays remains the 
                                                          
12 To associate the term, ‘public opinion’, one must be aware of the respective conditions of each of the 
two words in the phrase. Skinner et al. (2010: 392) view publics as ‘groups of people with which an 
organisation communicates and which can include neighbours, potential employees, suppliers, consumers 
to opinion leaders and shareholders’. As a result of developing trends and technologies, these groups 
became more defined, and communicators faced an increasing amount of challenges to reach 
audience and to change their attitudes. Attitudes are linked directly with opinions, which Lubbe and Puth 
(1994: 79) define as ‘deeply rooted responses to a specific situation’. 
13 The Two-Way Asymmetrical Model places the organisation at the forefront of the power-chain, and 
refrains from promoting equal control at different ends of the communication band. For this reason, the 
model is asymmetrical. 
14 Bernays looked at the significance of social control techniques in PR and was amongst the first to 
attempt to manipulate public opinion using the subconscious (Moloney 2006: 46; Matthee 2010: 36). 
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‘pre-eminent figure’ (Bates 2002: 13) in PR as his approaches are of value as 
tools for management and human relations. 
 
Of the four models reviewed here, the Two-Way Asymmetric Model is the 
most recognised form of scientific persuasion which attempts to bend 
audience’s attitudes and behaviours to agree with the communicator’s 
objectives. This makes the model rely heavily on feedback, therefore placing 
it mid-way between propaganda and a mutual power-play of interests.   
 
2.4.4.4 Two-Way Symmetrical Model 
The most balanced approach to communication in PR is demonstrated with 
the Two-Way Symmetrical Model. The model epitomises a win-win situation for 
the organisation and its target audience as it furthers the interests of both 
through the mutual exchange of information (Diggs-Brown 2012: 183). 
 
The Two-Way Symmetrical Model is more advanced in its research and 
evaluation than the Two-Way Asymmetrical Model in that it is driven by public 
opinion and strives to improve stakeholder relations. It facilitates the ultimate 
approach to a common understanding between a company and its public15 
(Grunig 1992: 289).  
 
Bernays is considered to have set the pace for the adoption of open and 
frank information exchanges in PR, but he is also often regarded as the 
proprietor of the notorious association between PR and propaganda. 
Consequently, Bernays’ notions of symmetry in communication present the 
ideal in PR which can be used to nurture positive stakeholder relationships 
(Matthee 2010: 40).  
 
The concept of two-way communication proved useful for McDonalds. In 
2006, the global environmental campaign organisation, Greenpeace, 
claimed that the European McDonalds franchise chain used soy sourced 
from deforested areas in the Amazon (Cooper n.d; 5). Shortly after an onset 
                                                          
15 The Two-Way Symmetrical Model outlines that the communicator is considerate of the audience’s needs 
and expectations. The communicator does not hide information nor do they set out to dominate disputes. 
Barnard (2010: 23) finds that this enables audiences to gain power and take on an active role in the 
communication process. 
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of protests, McDonalds took an active approach in the campaign and 
worked alongside Greenpeace to pressure multinational soy-exporters into 
signing a moratorium (Cooper n.d; 6). McDonalds’s involvement in 
Greenpeace’s campaign made news headlines (Cooper n.d; 6). In 
supporting a popular cause and willingly compromising the interests of the 
company, McDonalds overcame reputational risks and was able to promote 
best practices with using two-way communication. 
 
The PR models discussed in this section conceptualise the movement toward 
the acceptance of two-way symmetry as the normative16 communication 
system in PR. Furthermore, in D. Dozier, L. Grunig and J. Grunig’s (1995) 
application of an Excellence Study, it was discovered that mutual information 
interchanges prove to be the most effective (Diggs-Brown 2012: 183-184). This 
led to the development of what Diggs-Brown (2012: 184) calls a ‘new model 
of symmetry as two-way practice’17 in PR.  
 
 2.4.5 The rise of public communication 
This study has attempted considerably to define PR. From the descriptions 
provided, it can be reasoned that aside from communication, reputation is 
fundamental in PR. Ironically, the many definitions assigned to PR throughout 
its development, as well as general misconceptions about the practice, 
remain strong reminders of PR’s precarious reputation (Moloney 2006: 19; 
Diggs-Brown 2012: 4). Diggs-Brown (2012: 2) believes that much of the 
confusion that is associated with PR is a result of it being equated with 
different communication functions instead of being classified as part of the 
profession’s functional elements. In section 2.3 it was established that ‘public 
relations or communication management is broader than a communication 
technique and broader than specialized PR programmes such as media 
relations or publicity’ (Grunig 1992: 4-5). In view of this, it can be understood 
that PR includes various communication techniques, but these should be 
regarded a continuum. Activities, such as media relations and publicity, were 
                                                          
16 In PR, a normative model implies how the profession ‘should be practised’ (Grunig et al. 2002: 310). 
17 ‘The new model of symmetry as two-way practice’ focuses on the impact of asymmetrical 
communication, and the demand for control from players of both ends of the spectrum. However, 
symmetry remains the predominant approach, because the organisation is able to accommodate its own 
objectives as well as see to the needs and the wants of its publics (Diggs-Brown 2012: 184). 
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some of the first tactics in PR to create opportunities for communicators to 
connect with societies. Today, these are still the most recognisable functions 
in PR practitioners’ public communication activities.  
 
The origins of public communication efforts in PR can be traced to what 
Edward Bernays pronounced as the three main elements that shaped the 
practice: the acts of informing, persuasion and integrating people (Diggs-
Brown 2012: 38). Bernays stated that these elements were as old as society 
itself and added that objectives should be adjusted according to societal 
changes (Diggs-Brown 2012: 38). Persuasion can be seen as the backbone of 
PR in that it acts as a catalyst for the reception of information. Basically, 
persuasion kick starts the decision-making process that influences integration. 
Research has shown that earlier forms of persuasion entailed sanctioning 
force and interrogating stakeholder groups so that they would comply with 
changing regimes (Bates 2002: 6). As civilisations became more refined, the 
impact of verbal and written discourse proved to be a more powerful tool for 
swaying opinions. Bates (2002: 6) asserts that this resulted in PR gaining 
recognition as a formal application.  
 
As deliberated in section 2.4.4, Bernays is commended for advancing 
psychological applications in PR. His techniques have similar qualities to the 
persuasion theories produced by Hugh Rank (1976), Steele and Redding 
(1962) and Vance Packard (1946). They expanded on the effects of 
persuasion techniques on promotion and sales and can be traced in 
contemporary applications of public communication (Diggs-Brown 2012: 184-
188). 
 
Packard looks at eight psychological needs that are quintessential in the 
planning of promotional communication. These include emotion, security, 
reassurance of worth, ego gratification, creative outlets, love, power, sense of 
origin and immortality. Rank, illustrates the use of persuasion techniques in 
politics and Steel and Redding discuss the influence of cultural values, or 
value orientations, on persuasive communication.  
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These theories demonstrate characteristics that are parallel to the principles 
depicted in one of the most common exemplars in behaviour and 
communication studies: Abraham Maslow’s Hierarchy of Needs (1954).  
 
 
Figure 4: Maslow’s Hierarchy of Needs 
(Adapted from Maslow 1954: 236) 
 
The guidelines listed in figure 4 are usually present in communication 
strategists’ intentions to impact consumers’ reactions to promotional 
messages. In light of this, it can be deemed that consumer demands are 
what drive many specialities’ sales-driven approaches18.  
 
The amount of information dispersed to mass media audiences increases 
every day. For this reason specialists’ public communication attempts rely on 
the media’s agendas to affect public opinion. Therefore, it is posited that an 
understanding of the agenda-setting theory can be useful for the PR 
practitioner to be more aware of the media’s requirements and to build 
media relations. 
  
 2.4.6 Penetrating public opinion: the Agenda-Setting Model 
The Agenda-Setting Model incorporates a psychological perspective in the 
study of news content and how the public’s knowledge is influenced by mass 
                                                          
18 This assumption mirrors Fan’s (2005: 341) rationalisation about branding: ‘a new culture of branding has 
revolutionised from promoting a brand to acquire lifestyle-specific values’. The same goes for the manner 
in which public communication is used to issue new viewpoints in the market. 
Physical Survival 
Water, food, sleep, warmth, health, exercise, sex 
Need for Safety and Security 
Physical safety, economic security, freedom from threats, comfort, peace 
Social Needs - Belonging 
Acceptance, group membership, association with successful team, 
love and affection 
Need for Self-Esteem 
Important projects, recognition of strength-intelligence, 
prestige and status 
 
Need for Self-Actualisation 
Challenges, projects, opportunities for innovation 
and creativity, learning at a high level 
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media coverage (Diggs-Brown 2012: 192). It outlines how the mass media 
address ideas, issues or themes according to what they deem to be 
significant and worthy of telling the public (Newsom et al. 2004: 137). In this 
way, the media assign topics in a hierarchical order and limit the amount and 
type of information that is made known to the public.  
 
Walter Lippmann (1922) was the first to hypothesise the significance of 
agenda-setting in the media (Diggs-Brown 2012: 192). He realised that the 
media was responsible for furthering people’s imagination about the world 
and events outside of their day-to-day experiences. The press created a 
positive relationship with their audience by sharing information in a realistic 
context, and which could be shared by people. Lippmann’s theory was 
extended in subsequent research studies. Cohen (1963), Lang and Lang 
(1966), as well as McCombs and Shaw (1972), focused on the media’s ability 
to merge widespread opinions about specific issues including politics (Diggs-
Brown 2012: 192).  McCombs and Shaw looked at voters’ behaviours during a 
1968 US presidential campaign; they recognised that factors including 
position, editorial space and timeliness, used to portray related news stories’ 
importance, correlated with what the public considered to be of value. In a 
later study, McCombs (2004: 37) concluded that ‘agenda-setting effects - the 
successful transfer of salience from a media agenda to that of a public 
agenda - occur wherever there is a reasonably open political system and a 
reasonably open media system’.  
 
Salience, or prominence, is also significant in the persuasion approach to 
public communication. The impact of salience is portrayed in Robert 
Entman’s (1993) study of framing (Diggs-Brown 2012: 192). He argues that 
framing is the selection of certain aspects of a perceived reality to making 
these more visible in a story. Through repetition and the appropriate 
placement of text, the media or the supplier of the information can increase 
the likelihood of audiences to receive, perceive, understand and process the 
intended meaning of a message.  
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The Agenda-Setting Model is characteristic of the two-way communication 
concept first formalised by Grunig and Hunt (1984). However, the power-play 
sequence present in the media’s agendas to frame and filter information, the 
approach of the Agenda-Setting Model leans more towards two-way 
asymmetry. Grunig and Hunt’s Four-Model Typology proposes that the Two-
Way Asymmetrical Model idealises a give-and-take understanding between 
the communicator of the message and the recipient(s), but with imbalanced 
effects (Newsom et al. 2009: 53). Thus, the communicator may regulate the 
message by withholding information that can be detrimental to their 
reputation. This specific approach of the Two-Way Asymmetrical Model is not 
very different from the Agenda-Setting Model. The latter focuses more on the 
intentions of the media to angle messages in ways that influence the 
thoughts of the audience to think in the same way as the communicator. 
 
There is little doubt that persuasion has long been a foundation of PR 
attempts to influence public communication. In the 20th century, businesses 
started to recognise the benefits of PR to influence public favour with the use 
of press campaigns. The profession became popular in politics, corporations, 
and non-profit organisations and was used to gain support for social reform 
movements (Diggs-Brown 2012: 44). A valuable consideration in current 
applications of PR is that the media’s propensity to set agendas is challenged 
with the growing use of electronic media19 (Berger and Freeman 2011: 4).  
 
 2.5 Technological advancements and PR 
There is little evidence to show that the momentum of developing digital 
communications will slow down. Consequently, Barnard (2010: 23) discloses 
that at no other time has the demand for ‘push/pull’ communication been as 
apparent as with the ‘advent of the internet and what has become known 
as Web 2.0’. Furthermore, Philips and Young (2009: 6) state that electronic 
tools and increased media convergence allow PR people to converse 
                                                          
19 New media technologies have become personalised to the degree that they have placed the power of 
information distribution at the fingertips of online communities. According to Berger and Freeman (2011: 4), 
the digitalisation of media has diluted the agenda-setting tendencies of the press. This has resulted in 
agenda-setting being a less relevant subject in mass media communication studies.  Berger and Freeman 
(2011: 4) conjecture that the concept of a media agenda is no longer applicable to an increasingly 
proliferated online audience, and that the media need to accept that content creation now relies more 
on the ‘public agenda’.  
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directly with key stakeholders. Accordingly, the profession needs to utilise the 
dynamics of new media to draw far more diverse social media20 audiences 
to their brands. This marked the emergence of PR 2.0 (Solis 2008; Breakenridge 
2008). Web 2.0 technologies created new ways for audiences to play an 
active part and to even take agency of the creation of online content. 
Accordingly, communicators need to accept that they no longer have the 
advantage in the information exchange process and that innovative 
approaches to public communication need to be accommodated. While PR 
2.0 addresses this reality at face-value, the principles addressed in Grunig 
and Hunt’s two-way communication conceptualisation remain embedded in 
this present-day dimension in PR (Barnard 2010: 23).  
 
To support an understanding of the impact of the ever-evolving internet 
landscape on PR 2.0 and public communication efforts, the last sections of 
this chapter elaborate on Web 1.0 and Web 2.0 technologies and the 
convergence of media channels in this context. 
 
 2.5.1 Getting to grips with Web 1.0 and Web 2.0  
The internet was first used in the 1960’s as an academic resource by the US 
government and made its global debut in 1991 - when the first website 
became accessible to countries outside the American border (Wilcox and 
Cameron 2009: 339; Philips and Young 2009: 28).  One thing that PR and the 
internet clearly have in common is that each has been redefined repeatedly. 
Botha et al. (2007: 130) view the internet as ‘a vast complex network of 
computers all around the world linked to each other, forming a 
communications and information-sharing environment’. Phillips and Young 
(2009: 3) have a more philosophical approach; they describe the internet 
being an ‘enabling mechanism for a communication revolution that is driving 
significant changes in the dynamics of society’.  
 
                                                          
20 Social media can be described as online public networks where internet users easily interact with one 
another, publish and share content using various online sharing tools. Social media present exciting 
opportunities for two-way communication in business in that it ‘humanizes’ the information exchange 
process between social media users and organisations, and encourages social relationships  (Solis 2008: 
xviii). 
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This can also account for the World Wide Web (www), or in short, the web21. 
The web represents the traditional or developmental phase of the internet, 
also known as Web 1.0. Phillips and Young (2009: 103) recall that Web 1.0 
interlinked websites, but it was a limited interface for online engagement in 
that it primarily permitted one-way information sharing. Regardless, Web 1.0 
was a benchmark for the progression of tools and programmes such as e-mail 
and online forums which proved to be useful to PR professionals to gain 
feedback from audiences. As the internet’s transition from Web 1.0 to Web 
2.0 raised levels of virtual interactivity, real-time dialogue became a driving 
force for digital developments. While Web 2.0 has led to an influx of 
possibilities for organisations to engage with audiences around the clock, it is 
also easier to create a strong sense of loyalty towards brands and 
organisations. Glass (2013a: ¶6) and Grunig (2009: 16) remind us that it 
remains the practitioner’s responsibility to take advantage of these 
opportunities; to adopt to the new media way of thinking before PR can truly 
revolutionise and typify the social changes influenced by Web 2.0. 
 
 2.5.2 Merging PR with social media: PR 2.0 
Brian Solis, the founder of FutureWorks (www.future-works.com), was one of 
the first to theorise PR in the context of web technologies. Solis (2008: xix) sums 
up that PR 2.0 is the potential of PR of becoming ‘a hybrid of communications, 
evangelism and Web marketing’ with the use of communication applications 
that are readily available on the internet. PR 2.0 is generally targeted at social 
media engagement and is less concerned with the traditional one-to-many 
or widespread approach to public communication (Breakenridge 2009: 14). 
Facebook, Twitter and YouTube are only a few social media platforms that 
are accessible from web-enabled devices. The inclination towards PR 2.0 
started in the Web 1.0 phase. Breakenridge (2009: 15) calls this period PR 1.022. 
As the web and PR moved into the PR 2.0 arena, many of these tools have 
been modified and are still useful to consultants today. Still, the online realm 
was an unfamiliar turf for professionals as well as the public and the shift from 
                                                          
21 It is important to note that the web is not a synonym for the internet. The www is made up of a collection 
of web pages or websites on the internet, and which users can navigate through using an internet browser. 
22 As part of PR 1.0, PR practitioners could utilise various digital tools to reach the online public. Some 
examples include online media databases, media kits, news releases, PR Newswire , video news releases, 
video on demand (VOD) and e-based tracking programmes (Breakenridge 2009: 16). 
33 
 
PR 1.0 to PR 2.0 was not always an easy transition. As Breakenridge explains 
(2009: 18-19) coming to terms with the pros and cons of PR 1.0 was a valuable 
learning curve in PR and taught practitioners’ that:  
 
− the internet strengthens the idea that two-way communication is the 
optimal approach in PR. Feedback is immediate and conversations 
take place almost instantly; 
− audience reach and the bulk of information exceed all previous 
possibilities. The role of the PR professional and the media were 
reversed in that the media directly sought information from the 
practitioner. Less effort from practitioners was required to influence 
the media to use their stories. In this sense, the odds of gaining 
editorial coverage increased; 
− better access to information meant improved relations with key 
stakeholders. PR people were able stay up-to-date about new and 
declining trends, news updates and the related media organisations. 
The internet provided the opportunity to become more informed 
about their clients and brands, competitors and partners. 
 
These points demonstrate that the capabilities introduced in the early stages 
of the web predicted the central role the internet would play in present-day 
communication specialities worldwide. The International Telecommunication 
Union reports (2013) that from February 2012 to February 2013 global internet 
usage in developed countries increased from 2.4 billion to 2.7 billion. This 
emphasises the internet’s unprecedented capacity for communicators to 
reach multinational online audiences.  
 
Phillips and Young (2009: 180) caution that the internet should not be 
considered as a mass medium. In traditional media, the one-way flow of 
information has and may continue to govern as the predominant method of 
message distribution. In contrast to this, Web 2.0 acts as a vehicle for many-
to-many communication, enabling online users to instantly engage and share 
ideas with connected communities Phillips and Young (2009: 180). 
Breakenridge (2009: 15) agrees:  
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there are many strategies on the Internet that have worked for 
years and now, coupled with new social media applications, the 
result is a powerful and meaningful communication with 
consumers who demand information and want to gather, 
organize, and share content within their online communities. 
  
The change from Web 1.0 to Web 2.0 urged PR practitioners to improve their 
communication skills, produce accurate, comprehensive reports and 
introduce ground breaking ways to promote their brands, products and/or 
services. PR 2.0 anticipates that practitioners learn to speak openly in order to 
build valued relationships with the public.  
 
Domino’s Pizza is a company that experienced the reputational havoc that 
can occur by ignoring social media audiences. In its ‘#game-changer’ 
campaign that was launched in March 2013, Domino’s sought to create 
brand awareness alongside the build-up of its ‘biggest announcement in 20 
years’ (Week 2013: ¶3). Domino’s push for change was demonstrated in a 
single statement; where the company promised that it would prioritise 
interacting with audiences on its social media sites. The result was a surge of 
negative comments on Domino’s Facebook, Twitter and YouTube sites and 
where online audiences’ expressed their disappointment about the so-called 
big announcement (Week 2013). Domino’s removed audiences’ responses, 
adding to the frustration already experienced by online consumers. Glass 
(2013b: ¶7) refers to a key point argued by Grunig (2009): that social media 
provides a space for fostering relationships and freely communicating 
opinions rather than having brands curtail their ideas and conversations.  The 
issue of content ownership is clearly at centre of corporations, along with the 
media’s struggle to keep up with the online public agenda. Although 
communicators are no longer able to control the direction and spread of 
conversations, they can influence and keep track of what is being said about 
their products or services more than ever before.   
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 2.5.3 Media convergence 
It is apparent that the internet spurred a new era in information distribution. 
While Web 2.0 technologies can be considered a major stimulus of this 
movement, another by-product of Web 2.0, media convergence, should not 
go unnoticed. In Media convergence: an analysis of consumer engagement 
(2010), Muwanga-Zake contends that the separations between traditional 
media industries started to disintegrate as a result of the increasing 
digitalisation of public communication. Muwanga-Zake (2010: ii) maintains 
that with the traversing of traditional of new media tools, ‘getting the 
message across’ does not simply mean delivering the information. Instead, it 
means to engage with content and subsequent responses across merged 
communication platforms.  
 
Similarly in Convergence Culture. Where Old and New Media Collide (2006), 
Jenkins repeatedly reminds us that media convergence does not mean 
placing ‘old’ media on the side-line. Rather, when media are interconnected 
the boundaries between new and old channels become ‘blurred’. Different 
channels are ‘married’ to occupy one space in which message distribution 
and consumption are instant and continuous. Phillips and Young (2009: 7) 
agree that multi-media is a reality. At the same time, these authors point out 
that the distinctions between consumer and producer are vanishing. 
Consequently, the issue of content ownership arises, with the direct and 
immediate communication granted by Web 2.0 technologies and 
intersecting media platforms. This poses new challenges for PR practitioners to 
establish ‘the message’ accurately and effectively. While the press is 
considered to play a dignified role in mass message distribution, a more 
social web providing a direct route to online communities also means 
eliminating the media’s agenda for filtering and controlling information. 
Although PR 2.0 highlights the significance of social media in public 
communication, specialists need to balance the anticipations of mainstream 
media and the unmediated realms of social networks to achieve totality in 
effective communication.  
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2.6 Conclusion 
It is hoped that, for one, this study provides insights into the capabilities of 
publicity analysis techniques to assist in reviews of brand communication 
objectives in a PR context. Therefore, a sufficient understanding of PR, its key 
concepts and developments is needed to support a comprehensive 
investigation of the methods used to measure publicity results.  
 
The more it is emphasised that PR is a practice that is rooted in 
communication, and in planned and strategic thinking, the more confidently 
PR can be asserted as a tangible management function in business (Wilcox 
and Cameron 2006, Skinner et al. 2010 and Diggs-Brown 2012: 6-7). In 
response to the first principle question guiding the study, How is PR defined as 
a communication element in branding?, the theoretical framework 
presented in this chapter provides the contextual background from which PR 
can be understood and analysed as a branding component and a tool for 
effective communication management.  
 
The next chapter looks at research and evaluation in PR and observes the 
formats of publicity, and the opportunities for generating brand dialogue and 
reviews, focusing on the traditional mass media and social media landscape 
of South Africa. 
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CHAPTER THREE: PR AND PUBLICITY 
 
 3.1 Introduction  
Literature on the concept of publicity is generally embedded in 
comprehensive investigations of PR. At the same time, academic research 
seldom provides a holistic overview of the fundamentals of publicity analysis. 
In the practical sense, publicity analysis remains a key issue of contention 
among practitioners and their clients as many practitioners avoid 
investigating the outcome(s) of media coverage. This chapter explores some 
of the issues underlying this generalisation and covers pertinent literature on 
PR research and the conditions of publicity as a research component in PR. 
Additionally, the review elaborates on publicity traits that help distinguish PR 
from other communication components, but also supports brand-building 
objectives by fostering connections between PR and the media. In the 
following, this chapter will attempt to address the next question: 
 
− What is publicity’s role as an indicator of PR?  
 
Additionally, new technologies are discussed as an impetus for altering 
traditional conceptualisations of publicity. This includes discussing publicity’s 
different applications and formats.  
 
 3.2 PR and research 
 3.2.1 Defining research in PR 
Irrespective of how the term, ‘research’, is referred to in different scenarios, its 
meaning remains the same: ‘an attempt to discover something’ (Wimmer 
and Dominick 2003: 2). Du Plooy (2009: 17) argues that without proper 
research a ‘method of tenacity’ may be implemented; here the researcher is 
likely to address problems in a less sophisticated way and develop a theory 
according to what he/she believes is true or false. 
 
Placed in a PR context, research is associated with any attempt used to study 
a PR programme or activation, and to determine whether it is, or has been 
purposeful in reaching the agreed objectives (Lindenmann 2003: 2).  
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In his second edition of Primer of Public Relations Research (2011), Stacks 
argues that throughout PR’s development, the profession has evolved from a 
technical function to one of management. Accordingly, Stacks (2011: 6) 
claims that this adaptation has necessitated research in PR because:  
 
public relations people are finding that research is part and parcel 
of their jobs when they offer communication strategies, counsel 
communication problems, and educate clients as to the best 
public relations strategies or actions. Quite simply, without 
research you cannot demonstrate the efficacy of your 
programme. 
 
The concept of research can be applied in various contexts and specialties. 
From the definitions provided in this section, it can be deduced that to assign 
a value to PR, specific measurement strategies are needed to evaluate each 
of the disciplines’ distinctive functions (Lindenmann 2003: 1). The next unit in 
this chapter deals with research principles which are vital for the progress of PR 
as a purposeful communication discipline. 
 
 3.2.2 Research, evaluation and the value of PR  
One of the oldest concerns in PR is that the profession is often generalised as 
an indefinable communication function. The core of this resentment is that PR 
is not measured, described and evaluated through systematic research, as is 
done with other communication components including advertising and 
marketing (Grunig et al. 2002: 90). Similarly, Macnamara (2005: 1) believes 
measurement in PR is a key issue, and that practitioners do not invest enough 
time and resources to conduct proper research. A large number of studies in 
the academic field of PR addresses this issue, showing that there is a growing 
recognition of the need for research and evaluation, but that its uptake by 
practitioners remains slow 23  (Macnamara 2005: 2). Another conclusion in 
                                                          
23 In his study, ‘PR Metrics: How to Measure Public Relations and Corporate Communication’ (2005), 
Macnamara lists the many attempts made in the last two decades; where researchers sought to prove 
that practitioners are not doing enough to achieve professionalism as is required by modern 
management. Macnamara (2005: 2) draws on Grunig (1983), who states that ‘although considerable lip 
service is paid to the importance of programme evaluation in public relations, the rhetorical line is much 
more enthusiastic than actual utilisation’. In one of his subsequent studies, Managing Public Relations 
(1984), Grunig, along with Hunt, maintains that most practitioners continued to overlook cognitive research 
methods when trying to solve PR problems (1984: 77).While Macnamara’s study (2005) points out that 
research has attained a more significant position in PR, Macnamara underlines that a majority of PR 
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literature is that, in spite of the arbitrary nature of PR research, in all 
practicality the discipline does enhance organisational effectiveness. Grunig 
et al. (2002: 97) substantiate this point in explaining that: 
 
public relations contribute to organisational effectiveness when 
it helps reconcile the organization’s goals with the expectations 
of its strategic constituencies. This contribution has monetary 
value to the organization. PR contributes to effectiveness by 
building quality, long-term relationships with strategic 
constituencies.  
 
In the ‘Research, Planning and Measurement Toolkit’ (2011), published by the 
Chartered Institute of Public Relations (CIPR), it is stated that a process that 
incorporates (1) research, (2) planning and (3) measurement is ‘quite simply, 
the best way to demonstrate PR’s effectiveness in helping an organisation 
achieve its goals’ (2011: 8). The CIPR conjectures that the three elements 
mentioned above are important because they:  
 
− ‘demonstrate the value of PR and the attainment of both PR and 
business objectives’ (CIPR 2011: 8); 
− aid stakeholder relations and, accordingly, the planning of PR; 
− help necessitate  PR in  organisations, and demonstrate PR’s strategic 
role in  business decisions; 
− analyse the reception of key messages  among an organisation’s 
public; 
− gather information on issues that may affect the organisation 
including the status of its peers and competitors; 
− provide a ‘benchmark’ (CIPR 2011: 8) for measuring the effectiveness 
of a PR programme; 
− help validate the use of PR in organisations by providing a tangible 
measure of success. 
 
Next to research and planning, evaluation is rated the most significant in that 
it attributes insights that can benefit the PR programme from start to finish 
                                                                                                                                                                     
practitioners continue to implement programmes and activities using inadequate measurement 
instruments to review plans and evaluate results. 
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(CIPR 2011: 8). Evaluation is an important constituent in the research process, 
and entails ‘the measurement of results against established objectives set 
during the planning process’24 (Wilcox and Cameron 2009: 194).  
 
Research and evaluation of PR programmes are structured according to 
outputs, outtakes and outcomes. Jeffrey (2006: 1) states that ‘output-based 
measurement gauges the short-term success of tactics and efforts 
undertaken to affect outcomes, such as numbers of stories placed, audience 
impressions, tonality of stories’. This has similarities to the argument outlined in 
the preceding section25, where it is stated that output evaluation in PR is not 
always a ‘straightforward’ concept. This is mainly because it is difficult to 
relate outputs to business outcomes. Roughly defined, outtakes are the 
cognitive extensions of outputs because they represent audience responses 
caused by outputs. In assessing outtakes, the extent of increased awareness 
due to the distributed information is determined. Like outtakes, outcomes 
concern public consciousness. Yet, different to outtakes, outcomes 
anticipate opinion and behaviour. Rather than measuring audience reach, 
as is done with outtakes, outcomes reveal how tactics have or have not 
influenced change. In most cases, outcomes reap long-term effects which 
can be evaluated using mixed research methods. ROI figures, observational 
research, surveys and focus groups are ideal when recapitulating how well 
the programme was executed and the effectiveness of activities (CIPR 2011:  
20; Wilcox and Cameron 2009: 67). PRISA adds another step in the PR 
research process: engagement (McLean-Schroeder et al. 2010: ¶3). As 
highlighted in PRISA’s Guidelines on Media Publicity Measurement (McLean-
Schroeder et al. 2010), monitoring the levels of stakeholder interaction has 
become central to publicity feedback reports. 
 
  
                                                          
24 Evaluation determines the purpose of the PR programme or tactics by aligning these with set goals and 
objectives (Lindenmann 2003: 3). Wilcox and Cameron (2009: 194) place evaluation in a business 
perspective, deliberating that detailed assessments in PR are attracting interest in working environments. 
Accordingly, Wilcox and Cameron (2009: 194) believe that ‘management demands even better methods 
of measurement and delivering results to the organisation’. 
25 ‘One of the longstanding concerns in PR is that the profession is often generalised as an impalpable 
communication function’.  
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Drawing on Lindenmann (2003: 4), some guiding principles practitioners need 
to consider before executing activities include: 
 
− establishing a programme that has a clear, defined goal and is linked 
to the client organisation’s prospects. This includes taking account of 
the desired outputs, outtakes and outcomes to create a foundation 
for planning and evaluation; 
− ensuring that definite distinctions between outputs (generally short-
term), outtakes (far-reaching and based on impact) and outcomes 
(behaviour changes) can be made; 
− outputs such as monitoring media content are only the starting points 
in the PR evaluation process. Evaluation is only complete once the 
audience responses are examined; 
− avoiding comparisons of  PR effectiveness to advertising 
effectiveness; 
− identifying and studying the client organisation’s key messages, 
target audience groups, and desired channels of communication 
prior to commencing the PR programme or activities; 
− quantitative measurement - usually outputs - and evaluation of 
outcomes should always be linked and echo the original goals, 
objectives and strategies of the client organisation. 
 
3.2.3 Prioritising research: steps in evaluation 
A combination of tools is available for PR practitioners to keep track of their 
professional performance. Stacks (2011: 6) states that there are more 
opportunities for specialists to improve assessments, because the possibilities 
for accurate measurement are increasing. He recommends measuring 
activities in each developing stage in the PR programme as often as possible. 
By constantly surveying tactics practitioners will be able to determine if 
actions occurred as planned and if changes are necessary while the 
campaign is still running. Stacks (2011: 7) identifies three periods that need to 
be reviewed as part of a research plan: (1) pre-campaign, (2) during the 
campaign and (3) post-campaign.  
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Figure 5: Three-step evaluation guide for campaign planning  
(Source: Stacks 2011: 7) 
 
Figure 5 outlines the phases suggested by Stacks (2011: 7) and the types of 
research applicable to each. These include: 
 
Pre-campaign (development) - informational evaluation: examining the 
effectiveness of the transmission and retrieval of messages. 
During the campaign (refinement/affective) - motivational evaluation: 
evaluations of the influence of messages. 
Post-campaign (final evaluation) - behavioural evaluation: evaluations of the 
actions expected from the targeted audiences. 
 
Vlastelica et al. presented a paper titled ‘The ‘Pro Model’ for Evaluation of PR 
Effectiveness (2005) at the 12th International Public Relations Research 
Symposium. In this, they recommend evaluation procedures for PR 
programmes, and which reiterate Stacks’ (2011) argument. However, they do 
take on a broader perspective taking into account the fact that a PR 
programme consists of various constituents and activities which are 
implemented at different stages. In light of this, Vlastelica et al. (2005: 7) 
classify the key principles in the steps of evaluation: 
 
− activities that make up a PR programme can include, but are not 
restricted to, media relations, special event management, corporate 
identity and image building, creating the newsletters and other 
publications and internal PR; 
− activities are carried out in multiple stages; 
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− every activity and its individual stages of development require 
evaluation using different methods; 
− PR evaluation starts with setting goals and objectives at the 
beginning of the programme; 
− PR planning and management is a dynamic process which enforces 
on-going measurement so that the PR programme can be adjusted if 
necessary. 
 
This study explores the effectiveness and inadequacies of media content 
analysis techniques in publicity measurement. The first sections in this chapter 
elaborated on the conditions of measurement in PR to provide a theoretical 
basis before extending the review to subject matters that are closely related 
to the research topic. As such, the rest of this chapter looks at the different 
dimensions of publicity for a discussion on the topic of publicity research. This 
includes looking at the relationship between the PR specialist as an 
information subsidiary to the media and the media as a third-party signifier for 
the practitioner, the value of news and the effects of evolving media 
platforms on publicity. These are important factors when planning, 
researching and evaluating a PR programme.  
 
 3.3 Publicity   
 3.3.1 Defining publicity 
Media publicity or media coverage is topic-specific communication usually 
produced by PR practitioners or an organisation, and brought to the 
attention of the press and/or other third-party mediators (for example, 
bloggers and social media users with a large following). It is important to 
distinguish publicity as information that has been validated through editorial 
‘filtering’ and ‘journalistic imprimaturs’ (Eisenmann et al. 2012: 6).  Examples of 
publicity include any form of editorial copy, photo captions, letters to the 
editor and blog26  articles. Newsom et al. (2004: 400) highlight that these 
pieces of information are communicated ‘through the media, without 
payment to the media, to further the particular interest of an organisation or 
                                                          
26 According to Phillips and Young (2009: 12), a blog or a weblog is a type of website that allows the owner, 
called a blogger, to create content on a webpage, also known as blog posts or blog entries, and make 
the information available in a reverse chronological order. 
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person’. Generally, the aim of media exposure is to create news and highlight 
the unique feature(s) or authenticity of a brand, object, event or person, and 
to create excitement around the specific topic.  
 
 3.3.2 Characteristics of publicity 
Some of the characteristics identified in the descriptions above are 
highlighted by Seitel (2004: 221) as basic aspects of publicity as follows: 
 
− media placements and comments are unpaid;  
− publicity is deemed newsworthy by audiences (especially the media); 
− are of interest to audiences; 
− are often dependent on the creation and distribution of a news 
release; 
− initiated through trade exchanges include competitions and 
merchandise that are offered in exchange for topic-specific 
information to be feature in the particular medium; 
− usually achieved by dealing directly with the media, either by 
initiating communication or reacting to inquiries. 
  
 3.3.3 Principles of publicity messages 
Section 2.4.3 provided an overview of some of the requirements of effective 
communication. These factors, as well as the principles of efficient publicity 
messages, are essential criteria for communicators to produce efficient 
messages. Levine (2003: 21) suggests the following guidelines when 
attempting to create purposeful publicity messages: 
 
1) Truthfulness: for the message to be effective, it has to be true. If a 
false message is discovered, this can immediately tarnish the brand, 
product or service image. In fact, this can even cause more damage 
than having no message at all. 
2) Originality: unique messages are more noticeable and more 
attractive to the gatekeepers27 in the media. 
                                                          
27 ‘Gatekeepers’ can be referred to as individuals who determine which stories are published and which 
are not (for example, managers and editors). 
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3)  Interesting/newsworthy: if a message is unique, uncommon and true, 
but is of no interest to the public, distribution efforts go to waste and 
the PR campaign or project’s communication objectives are not 
achieved. As is shown in the basic communication model, the 
message is one of the main elements in the flow of communication. If 
the message has no context it is registered as noise or interference, 
and is likely ignored or ridiculed. 
 
 3.3.4 Advantages and disadvantages of publicity 
Fombrun and Van Riel (2007: 200) assert that some of the most 
acknowledged benefits of publicity include: 
 
− generating favourable impressions for the company or brand; 
− representing cost-effective third-party endorsements; 
− making a lasting impact on consumers. 
 
PR may receive much of the credit for attracting publicity, but the discipline is 
often confused with publicity. Essentially, publicity develops from information 
that is published, or made known to the public, and focuses on creating 
positive coverage (Whitaker et al. 2012: 319). Skinner et al. (2010: 5) clarify 
that PR is centred on audience behaviours, and is used in a much broader 
context than can be demonstrated by media coverage. PR aims to impact 
behaviours that positively influence the actual development of information, 
and could be beneficial to the organisation’s image if the news is made 
known (Skinner et al. 2010: 5). Aside from gaining coverage, it is also the 
practitioner’s responsibility to prevent the circulation of news that may be 
detrimental to reputation, and thus counteract publicity. To avoid having PR 
misconstrued as a limited, one-dimensional practice, it is suggested that PR 
specialists encourage clients to capitalise on activities that may not 
necessarily involve publicity. As discussed in section 2.3, functions that 
emphasise PR as being a strategic management tool include producing 
internal publications, corporate image building and support for advertising, 
sponsorship, promotional activities and events, public affairs and issues 
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management, lobbying and networking (Skinner et al. 2010: 10; Seitel 2004: 
10).  
 
 3.3.5 Confusing publicity with what is not publicity 
Earlier sections discussed the significance of distinguishing publicity as a single 
component in the PR programme. In addition to this, it is vital that publicity is 
not mistaken for other communication functions. This can often occur when 
branding strategies incorporate different areas of expertise in the field of 
communication. Next, advertising and publicity are discussed as potentially 
integrated and individual concepts in communication planning.   
 
Impressions of publicity and advertising, as related and non-related 
communication components, feature extensively in literature and the 
meaning remains undecided in the working environment. In accordance 
with this, Seitel (2004: 221) finds that people are inclined to correlate publicity 
and advertising, because both functions are set on building brand 
cognisance. Raucher (1968: 6) believes that publicity evolved from 
advertising and press agentry and any activity that involved making 
information known to the public. Advertising normally involves securing direct 
paid-for means of communication. Press agentry, on the other hand, can be 
generalised as a form of sales-driven negotiations where the actual aim is to 
obtain free media exposure. The purpose of advertising is to make the public 
aware about what brand, product or service is being offered. Subsequently, 
advertising and publicity are both forms of public communication and 
produce material relevant to media audiences. Seitel (2004: 221) implies that 
advertising and publicity are likely to continue eliciting misconceptions as the 
two components are affiliated similarly as follows:     
 
− content; 
− size of the space used for content (in the case of print media); 
− location in a specific print publication; 
− audience reached; 
− the frequency of the content originally communicated. 
 
47 
 
As Seitel (2004: 221) discloses; contrary to these similarities, the difference 
between advertising and publicity is subject to control over content or 
content ownership. Advertisers buy space or airtime from media channels 
and decide how the space or airtime is used and thus exercise some control 
over the delivery of the message and the extent of its distribution. These 
conditions are not normally applicable in the case of publicity. Accordingly, 
media coverage is often the product of well-established media relations, 
where the distribution of information relies on editors, producers and other 
media gatekeepers’ decisions (Newsom et al. 2004: 245). However, qualities 
such as cost-effectiveness and the increased potential for stories to be 
ascribed as newsworthy do give publicity a competitive advantage over 
advertising (Seitel 2004: 222). In this way, publicity can be conceived as an 
indicator of PR which sets the profession apart from other communications 
components.  
 
From the above it is clear that content ownership and the dissemination of 
information are part of a paid-for process in advertising. Since publicity is 
generally the product of unpaid communication efforts, PR practitioners and 
anyone who supplies news to the media represent information subsidiaries. 
The media, on the other hand, can be related as the information designators 
or third-party endorsers of the initial message provided by a PR person. The 
next part in this chapter reviews the relationship between the PR professional 
and the journalist. The purpose of this contextualisation is to provide an idea 
of the attributes and requirements that information subsidiaries need to know 
in order to increase their chances of generating publicity. 
 
 3.4 PR and journalism 
3.4.1 The PR practitioner: the journalist’s biggest follower 
Moloney (2006: 152) finds that PR specialists spend more time liaising with the 
media than with any other stakeholder. This is because practitioners are 
expected to demonstrate some tangible form of feedback, which is usually 
ascribed to the amount of coverage attained (Moloney 2006: 152).  
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The role of the journalist involves identifying news and information that is of 
interest to the representing source such as a publication, broadcast channel 
or website (Clear 2011: 11). Clear (2011: 11) says that journalists need to 
demonstrate a ‘sense for news’; and must to be able to generate news 
stories aside from those assigned to them. Journalism involves informing the 
general public, whereas PR aims to educate and influence a designated 
group of stakeholders. If the information provided by the practitioner is 
sanctioned by reporters to be published or broadcasted, the material is likely 
to attain a high level of credibility. This is because stories are viewed as being 
sourced by the ‘impartial voice’ of the media rather than that of the 
organisation (Whitaker et al. 2012: 297). While this can be considered the 
product of well-established media relations and the provision of information 
of interest to specified audiences, the practitioner is responsible for answering 
to journalists’ and reporters’ requirements. This includes sourcing data well 
before the specific media source’s editorial deadlines, creating content that 
pertains to the writing style of the medium, acknowledging the space and 
time available for editorials, the quality of visuals and the inclusion of facts. 
Accordingly, this requires a mutual understanding between the practitioner 
and the reporter. Figure 6 portrays the relationships between writers and PR 
professionals, indicating the interconnected routes of the information 
exchanged between these entities.   
 
 
Figure 6: The links between the PR practitioner, journalists and media 
platforms 
(Source: Clear 2011: 4) 
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According to Moloney (2006: 152), the relationship between the journalist and 
the PR consultant is somewhat ironic in that journalists’ acceptance of 
already-produced information is perceived to minimise journalism’s quality of 
critique. This makes it difficult for PR specialists to maintain reporters’ respect 
and attention or to create a continuous relationship that can benefit the 
client in the long-term (Moloney 2006: 152).  
 
 3.4.2 PR and journalism: a love-hate relationship? 
In the second edition of Rethinking PR (2006), Moloney introduces a ‘PR-
isation’ concept to clarify journalism and PR as two inimitable professions that 
have become increasingly interrelated. Journalism and PR share a basic, yet 
important function: this is to convey newsworthy information (Clear 2011: 1). 
The particulars of how this is done and the reasons for doing so, however, 
detach PR from journalism. Moloney (2006: 152) relates that ‘PR-isation’ takes 
place when PR attitudes are coerced into the journalism mind-set. This 
becomes noticeable when reporters publish ‘PR-biased material without 
sourcing it’ (Moloney 2006: 152). Journalists have become more receptive to 
news and content designed for a specific market, which have been 
‘subsidised’ by PR professionals (Moloney 2006: 152). Similar actions by the PR 
professional are also viewed to entrench ‘PR-colonisation’ in journalism.  
 
PR-colonisation is a form of deep-seated propaganda that is naturally fixed in 
the PR language and later adopted by journalists (Moloney 2006: 152). Due to 
the instant availability of newsworthy information and professional content 
supplied by PR practitioners, it seems journalists have become increasingly 
willing to accept material from PR people. In essence, Moloney’s (2006: 152-
153) ‘PR-colonisation’ describes   journalisms’ reliance on PR which tarnishes 
the journalist’s ‘critical voice’ or original viewpoint of a story. Whitaker et al. 
(2012: 299) dub the ideal relationship between PR practitioners and journalists 
as ‘symbiosis. This will be achieved once journalists and PR people rely on 
each other on the basis of sharing the professional need to supply news or 
stories that are of interest to audiences28.  
                                                          
28 Relationships between journalists and PR professionals usually progress from their sharing of skills. 
According to Whitaker et al. (2012: 299), PR consultants turn to the media to gain easier access to 
audiences, to save time and editorial space, and to enhance the perceived cogency of their stories. 
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 There is little doubt that the importance of media relations in PR has 
contributed to a smaller distinction between PR and journalism. Historically, PR 
functioned as a service to journalism. PR developed alongside advertising 
and journalism, constructing messages from data, opinions and values, but 
using methods that have become separate from other communication 
components (Moloney 2006: 162). Moloney (2006: 162) recalls that when PR 
activities are executed in conjunction with other communication disciplines, 
specialists must remember: 
 
− PR directly distributes messages with its own dissemination systems 
such as community relations, campaigns, websites, e-newsletters, 
road shows and sponsorships; 
− messages are spread to audiences with the assistance of third-party 
media systems such as newspapers and broadcasts. 
 
 3.4.3 The value of news 
The previous sections elaborated on the interactions between PR 
practitioners and journalists. It was also highlighted that PR practitioners need 
to maintain good relationships with the press to reach publicity objectives. At 
the same time, it was argued that if information produced by PR practitioners 
is newsworthy and of value to the medium’s intended readers, viewers or 
listeners, the reporter’s job is made easier. Scher (2009: 42) contemplates that 
‘what is news is to one person isn’t always news to another’. Various 
definitions of the word, ‘news’, exist. Hough (1995: 1) explains the term to 
constitute:  
 
what people need or want to know, whatever interests them, 
whatever adds to their knowledge and understanding of the 
world around them. News is also what a reporter or an editor at 
any particular moment considers interesting or exciting or 
important. 
 
                                                                                                                                                                     
Practitioners, again, help the media to generate story ideas, source information and arrange interviews 
with prominent spokespersons (Whitaker et al. 2012: 299). 
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To establish whether information is newsworthy; research by Lieb (2009: 26-
27), Scher (2009: 45) and Diggs-Brown (2012: 277) suggest that the material 
needs to have at least some of the following characteristics: 
 
− Impact/consequence: considered as one of the most valid 
aspects in newsworthy messages, the more audiences can 
identify with the topic, the more powerful the impact. 
− Prominence: this usually entails the inclusion of a noteworthy 
spokesperson. 
− Currency: if a direct link is established with current or past 
subject matters, the information is likely to appeal to those that 
are knowledgeable about previous stories. 
− Conflict: reports that concern violence is often popular. 
− Timeliness: up-to-date information is relevant. 
− Unusualness/novelty/curiosity: extraordinary content draws 
attention. 
− Proximity: this refers to physical nearness. The closer 
communities are to the issue addressed, the greater the impact. 
− Affinity: when audiences are able to relate to some of the 
aspects discussed, the higher the news value. 
− Human interest: content that elaborates on emotional 
consequences leads to widespread interest. 
 
 3.5 Publicity today 
 3.5.1 Conventional communication activities 
The hybrid nature of PR imposes practitioners to utilise both public29 and 
private30 communication channels to deliver the right message to the right 
audience. Presently, PR consultants continue to incorporate traditional 
platforms such as print and electronic media as part of their daily 
communication activities (Newsom et al. 2004: 229). These channels are 
vehicles for controlled and uncontrolled communication and can be used to 
foster internal and external stakeholder relations (Newsom et al. 2004: 229). 
                                                          
29 Public channels usually take the form of mass or specialised media that are used to disperse information 
to those who chose to be part of the platforms’ subscriber basis (Newsom et al. 2004: 229). 
30 Private channels are often directed at specified groups or an individual (Newsom et al. 2004: 229). 
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Controlled and uncontrolled communication refers to media used to convey 
messages about an organisation to its public. Controlled media are usually 
paid-for and allow the organisation make decisions about the quality of the 
message being sent to the targeted audience (Smith 2013: 227; Diggs-Brown 
2012: 248). Examples of controlled media include newsletters, brochures, web 
pages, presentations, annual reports and paid advertising. Smith (2013: 228) 
correlates controlled media with internal media. He explains that because of 
communication circulating within the organisation, the organisation is placed 
at the forefront of the communication process giving it complete control over 
the information. 
 
Internal communication is basically directed at internal stakeholders, such as 
employees, management and shareholders, and can improve organisational 
alignment and employee satisfaction. External media, or mass 
communication media, is not as straightforward as internal media as it can 
be controlled or uncontrolled. Uncontrolled media refers to when an 
individual unrelated to the organisation determines the message attributes 
(Smith 2013: 228). An ideal example of uncontrolled media used in PR is the 
news release. Unlike controlled communication, uncontrolled media is usually 
unpaid and provides little potential for the organisation to influence how the 
messages are portrayed (Smith 2013: 227; Diggs-Brown 2012: 248). For 
effective communication and to capture the desired audiences, it is 
imperative that practitioners tailor promotional messages according to the 
environmental conditions of the specific media channels. Uncontrolled, 
external communication is an important focal area in this study and 
constitutes some of the main venues for publicity management31.   
 
                                                          
31 The distinction between advertising and publicity is subject to control over content or content ownership. 
This also implies that advertising is controlled communication, whereas publicity is uncontrolled. 
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Figure 7: 2011 to 2013 pattern of information gathering among LSM (Living 
Standards Measurement)32 four to LSM 10 South African residents 
(Source: Aigner 2013)  
 
In a presentation concerning the second quarter release of the Audit Bureau 
of Circulations (ABC) (2013), titled Searching for the holy grail of Media. 
Introducing the media path to persuasion, Aigner demonstrates (figure 7) 
that in South Africa, print and electronic mass communication channels are 
among the most used information-gathering vehicles. Aside from news, print 
publications and broadcast programmes are spread across various genres 
including: lifestyle (for instance, fashion, food and wine, health, sport, travel, 
outdoor); trade (such as import and export, hospitality); education, business 
and technology and are directed at local, regional or national audiences. 
This diverse media landscape reflects the press’ resilience and versatility 
toward mass communication media and to satisfy the public’s demand for 
knowledge, news and entertainment (Rensburg and Cant 2003: 151).  
 
Illustrated in tables 1 and 2, the South African print industry is tailored to the 
vast demographics of its residents, catering for various areas of interest, 
languages, geographical locations and industries. 
 
  
                                                          
32‘Living Standards Measurement’ is a term used to segment target markets according to the extent of 
their socioeconomic resources such as income, classification of employment and household expenditure. 
The South African Audience Reception Foundation (SAARF) sections the South African market according 
to these criteria using a scale of one to ten. 
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Statistics on the South African magazine industry, as well as examples of 
popular magazines distributed at the time of this study include: 
 
 Consumer magazines Business-to-business 
magazines 
Custom 
magazines 
Number of 
magazine types 
distributed in 
South Africa 
219 184 100 
Combined 
circulation rates 
6 117 711 1 191 117 12 540 918 
Magazines 
showing the 
largest growth 
Kuier Combo, The 
Expatriate SA, SA Career 
Focus, HQ Pony 
To Build, Business Brief, 
Veeplaas, African 
Mines Handbook, 
South African Business 
TAXtalk, 
Foschini 
Balanced 
Life, 
onRoute, 
Foschini 
Soccer Club 
Examples of 
magazines with 
high circulation 
rates 
Food and drink: Food 
and Home Entertaining, 
(Woolworths) Taste 
 
Women’s general: Bona, 
Drum, Glamour,  
You/Huisgenoot 
 
Women’s interest: 
Cosmopolitan, Good 
Housekeeping/Goeie 
Huishouding, 
Ideas/Idees, Move, Rooi 
Rose  
 
Entertainment and 
gossip: Heat, People, TV 
Plus 
 
Women’s health and 
fitness: Women’s Health, 
Longevity 
 
Agriculture: 
Landbouweekblad, 
PROAgri 
 
Business and finance: 
Accountancy SA 
 
Education: The 
Teacher 
 
Trade: Freight and 
Trading Weekly 
Hospitality: Hotel and 
Restaurant, The 
Taverner 
 
Industrial: Which? 
Industrial 
 
Retail: Supermarket 
and Retailer, 
Wholesale Business 
Ackermans 
Club 
Magazine, 
Bounce 
(FNB), 
Edgars 
Club, Clicks 
Clubcard 
Magazine, 
Discovery, 
Fresh Living 
(Pick ‘n 
Pay),  Jet 
Club, Lewis 
Club 
Magazine, 
Totem 
(Spur) 
Magazine  
Table 1: A listing of South African magazines and their combined circulation 
rates (April 2013 to June 2013) 
 (Source: Patterson 2013; The Media List 2013a, 2013b) 
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 Consumer magazines Business-to-business magazines 
Examples of 
magazines with 
high circulation 
rates 
Lifestyle: De Kat, Finesse, 
Good Taste, The Oprah 
Magazine, True Love 
 
Men’s interest: 
Men’s Health, FHM, GQ, 
Destiny Man, Popular 
Mechanics 
 
Mother and child: Child 
Magazine, Your 
Pregnancy 
 
Automotive:  
Bike SA, CAR, Top Gear 
 
Sport: BLOU (Blue Bulls 
Magazine), Kick Off, 
Soccer Laduma 
 
Technology: 
Techsmart 
 
Travel: Getaway, 
Sawubona (South African 
Airways Magazine), 
Go!/Weg! 
 
Wedding: Wedding Guide 
 
Youth: National 
Geographic Kids, 
Seventeen, Uncut 
 
Leisure and outdoor: 
South African Country Life 
 
Home and garden: 
Conde Nast House and 
Garden, Home/Tuis 
House and Leisure 
Miscellaneous: Nursing Update, 
South African Journal of Natural 
Medicine, Mining News, Automotive 
Business Review, De Rebus 
(attorneys journal), The Property 
Professional, 
 
Transport and Construction 
 
Tourism: Tourism Tattler, Travelideas 
 
 
Table 1 (continued): A listing of South African magazines and their combined 
circulation rates (April 2013 to June 2013) 
 (Source: Patterson 2013; The Media List 2013a, 2013b) 
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Statistics on South African (regional and national) newspaper industry, as well 
as examples of popular newspapers distributed in South Africa indicated 
during this research: 
 
 Daily  Weekly  Weekend Local  Free 
Number of 
newspaper 
types 
distributed 
in South 
Africa 
26 15 28 57 214 
Combined 
circulation 
rates 
1 494 023 619 400 2 205 462 437 815 6 281 506 
Newspapers 
showing the 
largest 
growth 
n/a Motorsport 
world; Auto 
week  
Isolezwe 
ngoMgqibe
lo 
Stellalan
der; 
Klerksdor
p 
Rekord;  
Polokwa
ne 
*Observe
r; 
Hermanu
s Times  
Alex Pioneer; 
Theewaterkloo
f Gazette; 
Zululand; The 
Precinct 
Community 
News  
Examples of 
newspapers 
with high 
circulation 
rates 
The Daily 
Sun, The 
Star, The 
Times, Die 
Burger, The 
Cape 
Times, 
Cape 
Argus 
Ilanga, Mail 
& Guardian, 
Cape 
Business 
News,  
The Herald,  
Fourways 
Review, 
Sandton 
Chronicle, 
The Mercury, 
Landbou 
Burger 
(Western 
Cape), 
Rapport, 
Sunday 
Times, 
Sunday 
Independen
t, Sondag, 
Sunday Sun, 
Sunday 
World, 
Sunday 
Tribune, The 
Weekend 
Argus, 
Weekend 
Post 
City Press, 
ISO 
NgeSONT
O,  
The Month, The 
Next 48 Hours, 
Tygerburger 
(Bellville, 
Brackenfell, 
Durbanville, 
Eerste 
rivier/Blue 
Downs, 
Elsiesrivier, 
Goodwood, 
Kraaifontein, 
Kuilsrivier, 
Milnerton, 
Parow, 
Ravensmead/B
elhar), Table 
Talk, City Vision, 
Ezasegagasini, 
PE Express, Go! 
Express Weekly 
Table 2: A listing of South African newspapers and their combined circulation 
rates (April 2013 to June 2013) 
(Source: Patterson 2013; The Media List 2013b, 2013c) 
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News and magazine websites, as well as digital publications, such as e-zines, 
are gaining appeal among information-seekers. These hybrid sites also offer 
RSS (really simple syndication) feeds33.   In the South African Online Report for 
June 2013, the (Digital Media and Marketing Association (DMMA) reveals that 
about 6.7 million South Africans used online and mobile services in June to 
connect to news providing websites (2013: ¶6). 
 
 
Figure 8: Top 30 local news sites accessed by South Africans in June 2013 
(Source: DMMA 2013) 
 
Broadcast media is another important platform for PR programmes. This is 
particularly related to news channels, television and radio channels that 
integrate content with print publications to ensure that news reporting is not 
                                                          
33 RSS feeds are internet codes that act as online search engines in that they automatically search for new 
content and instantly inform subscribed users once information is available (Phillips and Young 2009: 22). 
Users can subscribe to websites and blogs’ RSS services to receive feeds as new developments relevant to 
those sources take place. RSS feeds are delivered via e-mail, instant messaging services to internet 
enabled devices such as desktop computers, notebooks, tablets and smart phones. 
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fragmented across the networks. Information usually placed in national 
newspapers, such as Die Burger, Mail & Guardian and Sunday Times, is either 
reported beforehand or in conjunction with news programmes broadcasted 
on the South African Broadcasting Corporation (SABC), e.tv as well as 
subscription channels hosted by DStv. Investigative and magazine talk shows 
have also generated considerable interest amongst South Africans and 
contribute to a growing platform for lifestyle-specific news; a narration of 
serious issues that offer a diversion and educational content that somewhat 
resemble what is showcased in hard news. Carte Blanche, Special 
Assignment, Top Billing, Pasella, Expresso and V-Entertainment are some South 
African productions in this category.  
 
Factors, such as timeliness and the amount of content used, distinguish 
broadcast from print. While print writing may add depth to developing stories, 
it is not the ideal platform for the short shelf life of real-time news (Whitaker et 
al. 2012: 243). Broadcasting is a tremendously valuable resource for publicity 
messages as its listenership/viewership is likely to surpass the readership of 
newspapers and magazines (Rensburg and Cant 2003: 153). This is largely 
due to television, also the radio, internet and social media, where 
‘immediacy, visuals and sound’ allow audiences to become involved in the 
event (Whitaker et al. 2012:243-244). Like magazine and newspapers, 
broadcasted programmes run associated websites, allowing audiences to 
retrieve news and stories with digital tools including podcasts34, live audio and 
video streaming35.  
 
With the present availability of social media tools it is almost impossible for 
audiences to lose sight of progressing news stories, series and other television 
and radio shows. Goggin (2012: 65) substantiates this by stating that 
‘television is going through a fascinating, renaissance in a post-broadcast 
world, in which the once powerful networks, regulators and government 
interests that controlled the ‘tube’ have been thoroughly chastened’. South 
                                                          
34 A podcast is an MP3/audio file that is embedded into a web page and can be downloaded from the 
site. 
35 Audio and video streaming enable online users to listen/watch the content while it is played live or being 
downloaded from the internet. 
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African radio stations, such as SAFM, Classic FM and 5FM allow website visitors 
to navigate to live audio streaming options. 
 
Radio stations, like print publications, are segmented into local, regional and 
national transmissions, dealing with a broad range topics and music.  
 
A summary of some the commercial/independent radio stations which have 
high listenership ratings in South Africa are provided below: 
 
 Radio station Listenership 
Community Radio Tygerberg 297 000 
Inkonjane 100.5 FM 268 000 
Unitra Community Radio 270 000 
Thetha FM 221 000 
Regional East Coast Radio 1 610 000 
94.5 KFM 1042 000 
94.7 Highveld Stereo 1 562 000 
Gagasi FM 1 871 000 
Lesedi FM 3 932 000 
Motsweding FM 3 317 000 
Umhlobo Wenene 4 469 000 
National 5FM 2 064 000 
YFM 1 579 000 
RSG  1 800 000 
Ukhosi FM 7 711 000 
Total listenership in SA 
(including the above) 
 33 168 000 
Table 3: A listing of South African radio stations with high listenership (May 
2013 to August 2013) 
(Source: South African Audience Research Foundation 2013a, 2013b) 
  
The high listener figures presented in table 3 emphasise the considerable 
demand for radio in South Africa. Thus, radio is crucial when it comes to 
promoting brand and/or product concepts to a domestic target market. 
According to Rensburg and Cant (2003: 154), radio is particularly significant, 
because it is a cost efficient method for communicators to broaden the 
scope of their brand message(s) and reach diverse audiences. 
 
This comprehensive synopsis of mass communication media shows that the 
opportunities for PR professionals to create hype around brands in South 
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Africa are unprecedented. The information documented here also reveals 
that consultants need to study their environments and accept that 
influencing and estimating consumer sentiment in heterogeneous 
populations requires carefully planned publicity tactics. Scher (2009: 14) 
reminds us that establishing good relationships with specific journalists and 
editors and their assistants is a must. This is a sure way of getting to know the 
media and to create angles that can keep stories interesting and out of the 
clutter of advertising messages and other promotional editorial or broadcast 
mentions.  
 
 3.5.2 Mass communication versus networked communication 
Before the inception of digital technologies, mass media outlets were the 
leading news providers. Once Web 2.0 introduced social media networks this 
had a profound effect on media programmes and content, placing pressure 
on traditional mass media enterprises to maintain their position as the 
supreme information suppliers (Greco 2000: 214; Phillips and Young 2009: 113).  
 
The digital age has entitled anyone to take on the role of the journalist. A 
common term used to describe the aptitude of users to generate news-
related content is ‘citizen journalism’. In Writing for digital media (2010), Carrol 
narrates that ‘the internet has made it possible for anyone to publish his or her 
writing online almost instantaneously for the entire world to read’ (2010: vii). 
While Carrol’s (2010) study stresses the basics of online journalism, the effects 
of instant, easily-accessible and affordable means to communicate via the 
internet are not journalism-bound. Phillips and Young (2009: 142) suggest that 
‘the production and consumption of media, culture and communications 
were once viewed as being distinct practices,  in an era of citizen journalism, 
practices such as blogging, wiki-editing, video production and sharing mean 
the consumer of editorial content is also the producer’.  
 
In this regard, the development of web technologies has granted media 
professionals’ excellent opportunities for reaching their audiences, but has 
also created new challenges for communicators in appealing to an 
increasingly diverse online audience. Meikle and Young (2012: 78) agree: 
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they contend that the development of social media networks has 
challenged much of what has been understood to be media and public 
communication. They further explain that, as part of a convergent media 
environment, social media has created a distinct mode of ‘mass self-
communication’ where any-to-any communication is as easily carried out as 
one-to-one communication36.  
 
PR practitioners’ experiences are not dissimilar from conditions experienced 
by the media, and have altered the ways they talk to, or rather speak with 
audiences37. Regardless of the increasingly inverted roles of content creator 
and content recipient, the need for news value is stronger than ever 
(Whitaker et al. 2012: 298). Goggin (2012: 53) maintains that models of 
commercially distributed news and uncensored, self-made news are often 
‘reliant upon, or at least interacting with, established journalism and news’. 
Even if the new media technologies have enabled PR people to be their own 
writers and publishers, the influence of the media should not be disregarded, 
and venues for both mass (one-way) and networked (shared) 
communication must be considered as useful vehicles for generating positive 
brand consciousness.  
 
As a result, it is necessary to understand how publicity can be characterised 
according to a web context. Subsequently, Eisenmann et al. (2012: 6-7) 
reminds us that, due to the unpredictable nature of the internet, publicity is 
prone to spread to online outlets not identified during the planning of a 
brand communication campaign. Eisenmann et al. (2012: 6) considers that 
accounts of uncontrolled information sharing on the internet should not be 
ignored and need to be considered in future strategies. For instance, in the 
case of wire services (for example, PR Web, Bloomberg and Reuters), brand-
related articles and reviews are drawn from websites where the news was 
                                                          
36 According to Castells (2009: 55), mass self-communication takes place when the ‘product of the 
message is self-generated, the definition of the potential receiver(s) is self-directed, and the retrieval of the 
specific message or content from the World Wide Web and electronic communication networks is self-
selected’. 
37 This points to the impact of the constantly changing internet landscape on the emergence of the PR 2.0 
dynamic. To recall, PR 2.0 is the potential of PR of becoming ‘a hybrid of communications, evangelism, 
and Web marketing’ with the use of communication applications that are readily available on the internet 
(Solis 2008: xix). PR 2.0 is generally targeted at social media engagement, and is less concerned with the 
traditional one-to-many, or widespread, or mass approach to public communication (Breakenridge 2009: 
14). 
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initially featured and are then displayed on other (wire) sites. Although wire 
services do not usually involve negotiations between information subsidiaries 
and information endorsers, brand exposure on these sites can be accounted 
as publicity hits as they cater for different audiences and extend brand 
visibility (Eisenmann et al. 2012: 6). Conversely, brands can only benefit from 
wire services if the sites are easily accessible to online users. Many wire 
services offer to disseminate brand-relevant articles and information on 
behalf of the supplier, but tend to send the news to websites that are not 
traceable by online search tools. In this case, it is important to recapitulate 
brand communication objectives before analysing publicity on wire sites, and 
to determine whether it would be useful to monitor the content appearing in 
the sites (Eisenmann et al. 2012: 7).  
 
Another important point to consider in the context of web-specific publicity 
where stories are repeated online, is that the origins of the sources need to be 
studied as they are structured to appeal to different audience groups. 
Furthermore, as a result of the convergence of media channels, syndications 
of articles and other information are likely to appear in printed, broadcast 
and online versions of a media outlet. Nonetheless, the content may be 
structured differently according to the principles pertaining to each platform 
(Eisenmann et al. 2012: 6).  
 
 3.5.3 Social media and gaining exposure 
Social media can be defined as an online public network where 
conversations are facilitated between individuals and groups. This creates 
opportunities for two-way information exchanges; it facilitates growth for the 
brand enabling it to tap into a wide interconnected audience. Solis (2008: 
xviii) reasons that, in business, social media is a valued aspect, because it 
‘humanizes the process of communications when you think about 
conversations instead of companies marketing at audiences’. In terms of PR 
and other communication specialties, it is critical to know what social media 
options are available; and which are popular tools as part of a 
communication trend that has surpassed one-way message sharing (Diggs-
Brown 2012: 357). The ability to identify the social media sites that reach the 
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‘right’ audiences with the ‘right’ type of brand message(s) is vital to generate 
and maintain desired stakeholder relationships in social online spaces (Diggs-
Brown 2012: 358). This can be challenging since there is a broad consensus as 
to what the term social media entails; a term that is anything but a one-size-
fits-all description due to the ever-advancing landscape of new media 
technologies.  
 
In an attempt to visually illustrate the categories of social media and their 
dialogue, Brian Solis and Jesse Thomas introduced the first version of The 
Conversation Prism (Solis 2009) in August 2008. However, as social media 
usage escalated, Solis and Thomas adjusted the prism at subsequent intervals 
to demonstrate the growing volume and diverse panorama of social media. 
Their latest model, The Conversation Prism Version 3.0 (Solis 2010), was 
released in October 2010. Some of the social media platforms that were 
included in the prism have closed down (for example, Stickam, Posterious, 
Multiply, Dailybooth and tweetmeme). However, when this third version of the 
prism was introduced (2010), it showcased the complex social media 
landscape across the globe and how online networks have been embraced 
to create brand value through social media conversations. 
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Figure 9: The Conversation Prism Version 3.0 
(Source: Solis 2010) 
  
In considering Solis and Thomas’ Conversation Prism Version 3.0 (Solis 2010), as 
well as additional research (Breakenridge 2008; Barnard 2010; Diggs Brown 
2012; Nations 2013; eBizMBA 2013), the following can be assumed; although 
different, social media are interrelated, the varying platforms enable social 
media users to easily navigate between them.  
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The listing below provides examples of social media which principles are 
coherent in content creation and sharing:   
 
Social media Examples 
Blog platforms WordPress, tumblr., Google Blogger 
(blogspot.com)  and Typepad 
Blog catalogues Xanga (to launch Xanga 2.0), Shyftr, Blog 
Catalog, Technorati 
Blog and comment hosting (sites that 
feature comments and informational 
updates from selected blogs and 
websites) 
DISQUS, echo 
Crowdsourced content and memes Digg, Reddit, BuzzFeed, newsvine, and 
Techmeme 
Livecasting (audio and video streams 
with live chat) 
Justin.tv, Ustream, livestream and vokle. 
Livestreams Friendfeed, Twitter and AOL 
Social bookmarking and tagging StumbleUpon (SU), Delicious, digg, Diigo and 
Mister Wong 
Social messaging networks on mobile or 
micro media 
Twitter, Mxit, Socialight and peeps nation 
Social network sites (SNS) (websites or 
sharing sites where conversations are 
linked with specific topics and revolve 
around specified events, causes, 
products and /or services) 
Facebook, Friendster, Myspace, Hi5, LinkedIn, 
DoMyStuff and Xing 
Virtual worlds Second Life, Entropia and Neopets 
Widgets Widgets reflect the principles of traditional 
media. Accordingly, widgets are a type of 
content syndication where the publisher 
controls the content. Online users are only able 
to duplicate and edit the content on their own 
websites and social media pages. 
Wikies (websites that allow online users 
to amplify and/edit content using their 
own web browsers) 
Wikipedia and Wikia 
Purpose-specific social sharing sites YouTube, Vine, Flixster, Filmcrave, Vimeo 
(movie and video), as well as Last.fm, iLike, 
iJigg (music) and Instagram, Flickr, SmugMug, 
Photobucket, ZOOT,  Picasa  and Fotopedia 
(images). 
Additional special interest social 
networks 
Catster and Dogster (pet-specific), FanIQ 
(personal interest), GoodReads and 
LibraryThing (reading interest), Scribd, 
(document sharing), Tripadvisor (travel 
information) 
Table 4: Examples of social media tools that share principles in content 
creation and sharing 
(Source: Breakenridge 2008; Barnard 2010; Diggs Brown 2012; Nations 2013; 
eBizMBA 2013) 
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While social media has enabled people to electronically share their interests 
and converse about their goals and values with friends and acquaintances, 
the communication relies on the respective social media platforms’ 
characteristics and principles (Diggs-Brown 2012: 359). The interconnectivity 
of social media channels and the unique traits used to distinguish social 
media present opportunities in PR and branding to generate, build and 
maintain relationships among consumers. Considerable knowledge and 
experience in using social media is particularly important in the PR 2.0 
environment because this can help PR people foresee when they can 
approach audiences with certain bits of information. Boyd and Ellison (2007: 
211) provide a more technical explanation of the former. They argue that 
social media can be seen as an online interface for: 
 
− the creation of an online profile or pseudonym in the selected 
community platform and made publically viewable; 
− a hub for generating connections with other public profiles; 
− an opportunity for users to navigate through their list of connections. 
 
The recognition of the above principles as part of day-to-day duties in PR and 
brand communication specialties can provide excellent opportunities to 
engage in real-time discussions with audiences and build casual, yet loyal 
relationships.  
 
Social media networking is often a relevant topic in public discussions on the 
so-called dying trend of traditional promotions. An explanation for this is that 
in an article directed mainly at marketing, Lee (2012: ¶4-¶6) writes that trying 
to extend traditional marketing logic into the social media-infused 
environment simply doesn’t work; that this ‘broken’ model needs to be 
replaced. This agrees with Worstall (2012) who argues that businesses should 
not market themselves on social media because of the lack of control they 
have over information. On the other hand, Worstall’s (2012) views somewhat 
oppose Lee’s (2012) in that he recognises the potential for businesses to invest 
in social media communication with means other than direct marketing. 
Moving towards a PR perspective, Worstall (2012: ¶7) suggests that ‘regular 
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monitoring of social media to see what is being said about products and 
brands is essential’. Research by Veley (2013) also suggests that social media 
networks are ideal and inexpensive platforms for real-time responses and 
conversations.  
 
Philips and Young (2009: 69) elaborate on this and point out that social media 
networks construct and add value to news and contribute to public 
understanding. Much like the PR 2.0 principles advocate, Philips and Young 
(2009: 69) profess that practitioners need to adapt their strategies to 
incorporate online engagement tools and to create talk about brands in 
these environments. Although social media debates only last until the next 
issue or trend emerges, Veley (2013: 14) claims that these discussions have a 
strong impact on brand reputation. It is therefore essential that PR 
practitioners understand the velocity and idiosyncrasies of the various types 
of social media mechanisms to improve brand exposure (Diggs-Brown 2012: 
361). Jenkins et al. (2013: 11) maintain that each social media sharing tool 
carries its own culture and to communicate effectively with everyone, 
anyone or even no one, it is fundamental to understand the so-called ethos 
of each mechanism. For instance, fan communities on Facebook, more 
commonly referred to as fan pages or groups, can be enormously 
heterogeneous with deeply fragmented values and habits, and may differ 
dramatically from other online communities or Facebook pages or groups 
(Jenkins et al. 2013: 54). 
 
An overview of social media sites such as Facebook, LinkedIn, Twitter, Flickr, 
and MySpace reveals that users often find other users who share a direct or 
indirect connection. Barnard (2012: 38-39) reiterates four main principles that 
are immersed in these connections: 
 
− they resemble direct and indirect personal connections; 
− share online locations or create links between associated 
organisations; 
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− share interests (social networks provide spaces for profile information 
that can be interlinked with information portrayed on other social 
media; 
− allow for the conjoining of online communities, groups or fan pages 
(for example Fan pages in Facebook groups, MySpace Fan Pages 
and LinkedIn groups) 
 
A ‘blog’, short for the original term, ‘weblog’, is an online opinionated website 
or journal usually dedicated to a specific topic, regularly updated and 
features links to online published news items, stories and websites (Wilcox and 
Cameron 2009: 340; Diggs-Brown 012: 286). In PR, reaching out to bloggers 
can be a valuable media relations tactic and because of the many links 
between related blogs, it may mean ‘stretching’ coverage beyond the blog 
initially targeted. In many cases, professional journalists and reporters 
manage or contribute to a blog in the form of posts (short articles), and are 
therefore called bloggers. Blogs are viewed as a public forum where PR 
practitioners, or any communicator, can monitor, document and discuss the 
views of the blog’s followers and brand consumers. Other versions of the 
’blog’ include ‘moblogs’ (blogging enabled from a mobile device) and 
‘vlogs’ (blogging that predominantly entails uploading or viewing and 
commenting on video content) (Wilcox and Cameron 2009: 340).  
 
In addition to running established websites, various print and broadcasts, 
media outlets have created blogs that are accessible from their websites. For 
instance, The Times and Sunday Times have assigned journalists and critics 
who also post blog entries on the papers’ dedicated website and blog, 
blogs.timeslive.co.za. Elle magazine has a local blog called 
ellesa.blogspot.com and Marie Claire is known for its simplistic layout and 
frequent competitions on Marieclairevoyant.com. Some popular local blogs 
conveying writers’ personal interests include Yomzansi.com, 
Inspiredlivingsa.co.za and Completedisbelief.co.za. This listing provides a 
limited sample of the growing amount of blogs targeted at South African 
audiences. PR practitioners must be aware that in the case of blogs, 
audiences are narrowly defined according to the specific style, attitude and 
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personality of the blog they follow. Whereas blogs are expected to take on a 
more casual approach to conveying information, this very aspect implies that 
visitors may regard blogs less credible than news sites (Whitaker et al. 2012: 
286). 
 
While the use of social media in South Africa is limited in comparison with 
online communities in the United States and in Europe, the country’s social 
media networks are expanding fast. In a South African Social Media 
Landscape research report for 2014, created by World Wide Worx 
(www.worldwideworx.com) and Fuseware (www.fuseware.net), it is revealed 
that the amount of active Facebook users increased from 6.8 million in mid-
2012 to 9.3 million by August 2013 (Bizcommunity.com 2013: ¶2). In the same 
period, Twitter’s user base grew by 126 per cent, claiming the title as the 
quickest growing social media network in South Africa next to popular 
platforms such as Facebook, Mxit, YouTube, Instagram, LinkedIn, Pinterest 
and Google+ (Bizcommunity.com 2013: ¶4). Another significant finding is the 
escalation of (3G) mobile data usage to access social media networks. 
Accordingly, it is discovered that about 87 per cent of registered Facebook 
users and around 85 per cent of Twitter users use smart phones to reach 
online communities (Bizcommunity.com 2013: ¶5).  
 
While many South African businesses are familiar with social media and the 
abilities of these online two-way channels to influence favourable brand-
consumer interactions, companies do not spend enough time or allocate the 
necessary resources to manage online engagement. A significant 
observation in the South African Social Media Landscape report for 2012, and 
also reiterated in the 2014 edition of this study, was that corporate businesses 
continue to seek ways to gauge audience sentiment on social media and to 
appropriately manage conversations (World Wide Worx 2012; 
Bizcommunity.com 2013). Accordingly, the 2014 Social Media Landscape 
study includes a survey that highlights the fact that major South African 
enterprises do utilise many popular social sites to build favourable impressions 
of their brand(s)., The survey also shows that almost a third of the leading 
South African companies that participated in the study rely on social media 
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input from PR agencies and other third-party communicators, such as social 
media management services (Bizcommunity.com 2013: ¶11). 
 
 3.5.4 Formats of publicity 
Section 3.4.2 referred to what Whitaker et al. (2012: 299) deems is a symbiotic 
relationship between the journalist and the PR practitioner 38 ; which 
encourages the production of newsworthy information supplied by either 
entity. This involves publicity tactics from a PR perspective. Accordingly, 
substantial knowledge about publicity types is needed to answer what 
publicity’s role is as an indicator of PR (second principle question to guide the 
study).  
 
While it is considered a given that the media receives information from PR 
people that is neatly packaged in a news release, coverage is considered as 
the product of various approaches (Newsom et al. 2004: 239; Whitaker et al. 
2012: 299). Using mass communication media to reach the public directly, 
three information routes or tactics can be identified to pitch information to 
the press: (1) by spreading news releases (2) covering an event and (3) 
creating opportunities for the journalist to conduct an interview(s) with a 
spokesperson(s) or brand ambassador(s) (Newsom et al. 2004: 245). Other 
examples include news briefs, fact sheets, feature releases, advisories or 
media alerts, story idea memos, opinion pieces or op-eds and media-kits 
(Whitaker et al. 2012: 304; Diggs-Brown 2012: 283-287). Of course, times have 
changed and the latter approaches may already be outdated methods for 
sourcing publicity. Today, as emphasised by Jenkins et al. (2013: 2), a shift 
from distribution to circulation has signalled a more participatory culture; 
where the shaping, reframing and remixing of media content is unavoidable. 
While it is important that practitioners take note of the varying circumstances 
of multiple vehicles, the publicity set-ups named above still represent some of 
the root practices preferred by many media sources. As it is expected that  
PR programmes remain parallel with new societal and economic changes, 
the more traditional publicity activities have also been reformatted alongside 
                                                          
38 A symbiotic relationship is achieved once journalists and PR people share the professional need to supply 
news or stories that are of interest to audiences (Whitaker et al. 2012: 299). 
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online communication that ‘facilitates instantaneous information sharing’ 
(Jenkins et al. 2013: 2). 
 
The news release is one of the most common tools for generating coverage. 
A news release is a story produced by a PR practitioner and supplied to the 
media by the practitioner (Whitaker et al. 2012: 299). The traditional form of 
the news release is called the press release. Whitaker et al. points out that 
these terms are not interrelated and deem the term, ‘press release’ to 
diminish the value of content by excluding broadcast and digital media. A 
news release should rather be recognised as being generated by an 
information subsidiary. The latter is seen to elucidate the specific the role of 
the PR practitioner to provide information and to assist the media produce 
and disseminate news (Whitaker et al. 2012: 299). The news release can also 
take on a multimedia form as a VNR (video news release) or ANR (audio 
news release), which is difficult to obtain and primarily transmitted to 
broadcast channels (Wilcox and Cameron 2009: 354). Furthermore, 
Breakenridge (2009: 103) avers that this more traditional form of the news 
release has been transformed into a technologically savvy resource for 
journalists and the public. This is due to the development of the SMR or SMNR 
(social media news release) and is an excellent example of how the internet 
has altered patterns of communication.  
 
While Web 2.0 technologies have enabled PR practitioners to become 
content creators, it is still important to understand how to enhance a news 
release, especially when interacting with social media savvy journalists or 
bloggers. SMR’s include numerous online features such as RSS feeds, high-
resolution photo libraries, MP3 or MP4 files, links to related coverage previously 
obtained and Technorati39 (Breakenridge 2009: 105).  
  
                                                          
39 Technorati is a web search option that tracks how blogs are linked together. 
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Even though PR practitioners are expected to publish an SMR on behalf of 
the client organisation, or distribute it to media contacts, Breakenridge (2009: 
106) refers to being prepared and educated about a SMR’s potential to 
influence the media and online brand conversations has the following 
advantages: 
 
− social media templates enable the criss-crossing of different types of 
information, both textual facts and multimedia; 
− rather than having the advantage in the communication process, 
the journalist can freely explore the various links provided in the SMR 
which allows them to navigate back and forth between information 
bits; 
− ease of use, unlimited access to information enables third-party 
writers to develop their own angle, leading to greater depth in a 
shorter amount of time; 
− available to the public, the SMR encourages consumer engagement 
and/or penetrates existing conversations about the brand, 
automatically creating an opportunity for promotion. 
   
 3.6 Conclusion 
This chapter focused on the second principle question proposed to guide the 
study: what is publicity’s role as an indicator of PR?  
 
First, the chapter outlined the preliminary reading on PR research and 
publicity. Lindennmann (2003: 1) states that, while there are various ways to 
assign value to PR performance, specific measurement structures, including 
publicity monitoring, are needed to distinguish and explore PR’s different 
functions.   
 
It was also noted that PR practitioners have become more competent in 
producing promotional material and building closely integrated media 
relations. Stacks (2011: 6) argues that there are more opportunities for 
communication specialists to improve assessments, because the possibilities 
for accurate measurement are increasing. Sadly, practitioners are often not 
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dedicated to doing research that may help PR gain more credit as an 
effective branding component.  
 
While there are signs that primary communicators have improved their public 
communication skills in the mass media arena, the spreadability of content 
made possible with electronic tools and social media technologies (Web 2.0), 
has shifted the tradition of (mass) information exchanges. Communicators 
are forced to accept that the public communication platforms used to 
disseminate promotional information are now home to fluctuating 
circumstances, communication demands and expectations that have 
patently changed the approaches to and format of publicity.  
 
The following chapter concludes the literature study and discusses the main 
conceptual issues investigated in this treatise. To help address the remaining 
principle questions guiding the study, chapter four attempts to explore 
quantitative and content-driven themes of media content analysis.  
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CHAPTER FOUR: PUBLICITY MEASUREMENT 
 
 4.1 Introduction  
This chapter begins with a detailed description of traditional publicity 
measurement. Thereafter, it elaborates on the AVE (advertising value 
equivalence) framework and includes an overview of different 
recommendations for qualitative media analysis. The aforementioned is 
predominantly derived from a ‘New Model for Media Content Analysis’ 
(2005) developed by Griffin and Michaelson, PRISA’s Guidelines on Media 
Publicity Measurement and the Barcelona Declaration of Research Principles.  
 
The purpose of this chapter is to provide insights that will appropriately 
respond to the following: 
 
− How are media analysis techniques limited to and/or useful in 
measuring audience responses? 
− In what way can the criteria prescribed by AVEs and media content 
analysis contribute to improved models of assessment in publicity 
reviews? 
 
The results of the main data analysis conducted in this research and the 
concluding discussion in chapters six and seven expand the knowledge 
provided in this specific chapter and so to respond to the research issue.  
 
 4.2 Traditional methods of publicity measurement 
In the ‘New Model for Media Content Analysis’ (2005), Griffin and Michaelson 
investigate the uses and effectiveness of nine approaches to publicity 
evaluation traditionally practised in PR. The approaches include clip 
counting, circulation and readership analysis, AVEs, coding in content 
analysis, coding in message analysis, coding in tonality analysis, prominence 
analysis, credibility of media coverage and competitive analysis. 
  
In section 3.2.2 it was deliberated that PR is often generalised as an 
imperceptible communication function for the reason that it is not measured, 
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described and evaluated through systematic research, as is undertaken with 
sales-specific specialties (Grunig et al. 2002: 90). Similarly, in their analysis of 
publicity tracking metrics, Griffin and Michaelson (2005: 2) attest that 
traditional methods are rarely implemented due to PR practitioners’ 
‘disinterest in and limited knowledge (about models of evaluation], lack of 
funds and staff resources’. From their research it is clear that the main cause 
for this is largely due to the inability of these tools to address specialists’ 
information requirements. Various analysis models exist, but individual media 
assessments are only useful if results can be justified against specified brand 
communication objectives. As data collection and analysis are dependent 
on the judgement and experience of the researcher, message accuracy, as 
well as the ability to appropriately link objectives with what is being 
evaluated, can be overlooked (Griffin and Michaelson 2005: 6-7). In turn, this 
can affect the validity of the results of the selected methods. 
 
To gain an understanding of the traditional mechanisms of output evaluation 
directed at media coverage, the following discussions primarily stem from 
Griffin and Michaelson’s (2005: 2-5) critique of traditional measurement 
techniques: 
 
 a) Clip counting 
Clip counting includes systematically gathering relevant media articles and is 
based on quantitative accounts of media impressions. This method does not 
interpret or analyse the content of media coverage.  
 
 b) Circulation and readership analysis 
Circulation and readership analysis can be classified as an extension to clip 
counting in that it is based on secondary data sourced from a collection of 
media clippings. Information is only useful in this method if it includes the 
number of copies of a publication distributed in an allocated period (usually 
monthly). The result is multiplied by the number of readers per copy. 
Conducting an analysis of the content of articles is not applicable. 
 
  
76 
 
 c) AVEs 
The AVE framework is a formula used to estimate the cost of an 
advertisement according to its size and location in a particular publication.  
Similar to the methods explained above, AVEs do not guide content analysis 
of articles and only produce quantitative reports. 
 
 d) Coding in content analysis 
This method incorporates in-depth textual analysis of selected articles to 
identify the presence, absence and/or frequency of codes or themes. Similar 
to message accuracy in content analysis, the reliability of this type of coding 
is highly dependent on the researcher’s interpretations. Textual codes can be 
scanned using computerised systems. However, because of the technical 
structuring of computerised arrangements, results can be intransigent, 
leading to articles being misclassified or not traced at all.  
 
 e) Coding in message analysis 
Much like simple or basic content analysis, this coding technique 
consolidates a textual analysis of the key messages that are conveyed in or 
absent from selected articles. Reviewing publicity projects’ communication 
objectives are essential to this strategy as coding in message analysis is the 
basis for identifying noteworthy themes, and can determine the approach to 
and the results of the investigation. 
 
 f) Coding in tonality analysis 
Coding in tonality analysis is used to establish whether content is either 
favourable or detrimental to the subject matter. Similar to the coding 
analyses discussed earlier, the risk in conducting tonality analysis is that it is 
subject to the professional approach of the researcher, often resulting in 
biased, erroneous or incomplete interpretations of data. When judging 
whether the sentiment portrayed in a media placement is positive, neutral or 
negative, Eisenmann et al. (2006: 8) identify an additional ‘balanced’ 
category which accounts for positive and negative receptions that appear in 
the same item.  
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Eisenmann et al. (2006: 8) suggest using the following explanatory statements 
to categorise the different tones: 
 
Tone Statement 
Positive 
As a result of the content conveyed, the reader is more likely to support, 
recommend or do business with the brand. 
Neutral 
Coding should be based on whether or not the item makes people 
more or less likely to do business with an organisation.  
Negative 
As a result of the content conveyed, the reader is less likely to support or 
do business with the brand.  
Balanced 
The overall tone and perception of the reader is balanced, showing 
even accounts of positive and negative receptions. 
Table 5: Examples of descriptions used in tonality analysis 
 
 g) Prominence analysis 
In prominence analysis, specific content is identified and investigated to 
determine the supposed significance of the article. Examples of guiding 
factors include the credibility of the source where the article appears, the 
date of its appearance, size of the article, place in the publication, the 
presence of artwork and the size of headlines. The breakdown of exclusive 
factors is a highly subjective process. Nonetheless, these can be useful to get 
an idea about the quality of the media coverage. Even so, the credibility of 
each factor in its respective context should be studied before they are 
aligned with brand communication objectives40. 
 
 h) Credibility of media coverage 
This includes the use of various monitoring tools to validate the cogency of 
impressions. Combining the results of methods may lead to subjective 
assumptions by the researcher.  
 
 i) Competitive analysis 
In terms of branding; competitive analysis entails comparing the brand, 
product or service’s performance in publicity by calculating the total 
clippings and the prominence of pertinent articles with the media coverage 
attained by competitors. 
                                                          
40 For instance, when trying to establish the validity of a mention placed in a certain space in a print 
publication, comparing the advertising rates of different pages may offer some indication of the publicity’s 
potential to make the desired impact. 
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This section mainly includes literature on traditional practices of publicity 
measurement and focuses on evaluation principles relevant to print media. 
The nine basic methods of content analysis discussed are some of the most 
recognisable methods for measuring publicity as an indicator of PR. Attention 
is drawn to the fact that each of these monitoring techniques present 
fundamental flaws that contradict best practice in PR. To counteract 
confusion and inaccurate results in publicity measurement, Griffin and 
Michaelson (2005: 2) propose what they believe are modest approaches to 
analysis; to examine the presence of information that is (1) correct, (2) 
incorrect, (3) misleading and (4) that has been omitted. 
 
To expand this research concerning recent models of publicity measurement, 
a critical inquiry into authoritative deliberations about media content analysis 
has been included in this chapter. In the next section to close the theoretical 
framework on traditional publicity measurement, a detailed discussion on the 
AVE formula will be provided.  
 
 4.3 Quantifying publicity: AVEs 
 4.3.1 Defining AVEs 
One of the most widely applied formulas in PR evaluation, the AVE 
framework, is used to verify the impact of editorial publicity (Macnamara 
2000: 1; PRISA 2013a: ¶3). AVEs calculate what it would cost to advertise with 
the medium in which published space or an interval is dedicated to 
promotional content. 
 
Whereas AVEs have long been a recognised media analysis tool in PR, they 
have been the subject of severe scrutiny, particularly in the last two 
decades41. Yet, recent studies verify that AVEs remain a popular formula in 
the PR industry. In 2009, Benchpoint™ carried out a survey on communication 
management among almost 520 PR practitioners (Wright et al. 2009). The key 
findings of the study demonstrate that respondents preferred collecting 
media clippings and calculating AVEs to conducting descriptive publicity 
analysis as part of PR evaluation.  
                                                          
41 A synopsis of statements by professional bodies that critique AVEs can be found in section 4.3.3. 
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 4.3.2 The AVE formula 
As previously indicated, the paradigms prescribed by AVEs are used to 
gauge the monetary value of a particular collection or item of media 
coverage. Usually, AVEs are used to ascribe a capital value to promotional 
mentions in print publications and in broadcast. What has become more 
apparent in present-day monitoring is that AVEs are used to estimate the cost 
of mentions and/or articles published on websites and in blog posts. The 
following unit in this chapter observes the specifics of the AVE framework, 
focusing on the numerical calculations required for different publicity 
vehicles. 
 
 4.3.2.1 Applying the formula 
In their respective studies, Jeffries-Fox (2003) and Macnamara (2000) look at 
coinciding principles for calculating the commercial value of coverage in 
print and broadcast media. 
 
Firstly, in print, the AVE price of an individual non-paid media placement is 
decided by measuring the column inches, millimetres or centimetres of the 
space in which an item is published. In broadcasting, the amount of seconds 
used to air a promotional message is documented. 
 
Secondly, the amount of column inches, millimetres or centimetres (print) or 
the amount of seconds (broadcast) used for a promotional item are 
multiplied using the particular medium’s advertising rates.  
 
The first two steps in the AVE calculation determine the advertising cost of the 
space or airtime used for the promotional item. This process is illustrated in 
table 6 on the next page: 
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Medium Calculation 
step 
Formula 
Print 1 Determine inch/mm/cm of article length + amount of 
columns  
2 [(value)inch/mm/cm per article length x publication 
advertising rate for 1 inch/cm/mm] x [(value)column(s) x 
publication advertising rate for 1 column] 
Broadcast 1 Determine amount of seconds of broadcasted item 
2 (Seconds of broadcasted item) x (broadcast channel 
advertising rate for specific slot) 
Table 6: First and second steps of the AVE formula 
(Source: Jeffries-Fox 2000: 1; Macnamara 2000: 1) 
 
The third step in the AVE formula introduces an additional multiplication to 
determine the cost of the total publicity relevant to one topic which has 
been generated in a certain period of time. Demonstrated in table 7 below, 
the addition of the multiplier take on a similar pattern in print and broadcast:  
 
Medium Calculation 
step 
Formula to reach PR value 
Print 3 (Result of AVE calculation) x multiplier 
Broadcast 3 (Result of AVE calculation) x multiplier 
Table 7: Third step in the AVE formula: adding the multiplier 
(Source: Jeffries-Fox 2000: 1; Macnamara 2000: 1) 
  
Literature that specifically addresses AVEs is, for the most part, inclusive of the 
framework’s application to print and broadcast media. This is conceivable 
since the structure of AVEs, which is heavily reliant on advertising costs, 
delimits the measuring ability of the AVE formula to this type of media. While 
there is a limited research scope on online AVE assessments to point out the 
impracticality of this approach, PR specialists and media monitoring 
companies, such as Newsclip (www.newsclip.co.za), continue to assign a 
price tag to promotional material published on the web. In this sense, AVEs 
are used to indicate the value of items on website extensions of traditional 
media (for example, Dieburger.com - Die Burger; Mg.co.za - Mail and 
Guardian; Timeslive.co.za - The Times and Sunday Times), and websites and 
blogs that function independently from publications or broadcast 
companies. 
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Although not an established formula, the guideline proposed in table 8 is 
drawn from the principles initially ascribed by AVEs: 
 
Medium Formula to reach PR value 
Online [website’s advertising rate compared to size and location of 
promotional item/article used] x multiplier 
Table 8: AVE formula proposed to add (PR) value to online promotional 
content 
 
AVE results develop from selected media’s advertising rates, so it is obvious 
that AVE’s do not register brand-relevant dialogue on social media. However, 
it is not a foreign concept to communication specialists to match an AVE 
cost to social media content as is done with publicity on websites. This is 
particularly the case when topical mentions are generated by a significant 
source or individual or when information is posted on traditional media 
channels dedicated to social media site(s). Because inquiries into this specific 
area of interest are either still developing or could not be supported here, 
measuring social media dialogue using AVEs will not be further discussed in 
this chapter. 
 
 4.3.2.2 Understanding multipliers   
In addition to a baseline advertising cost used to compare editorial space or 
the aired interval (step one and two of AVEs), a final multiplier (step three) is 
added in the AVE calculation to reach what Macnamara (2000: 1) calls is the 
complete ‘PR Value’. Jeffries-Fox (2003: 1-2), who refers to multipliers as the 
‘PR factor’, believes additional multipliers have been popularised in PR 
programmes because they attribute higher value to non-paid media 
placements than advertisements.  
 
Chauke (2012), Furlonger (2013) and Veley (2013) find that PR practitioners, 
PR agencies and media-tracking companies using AVEs are prone to 
assessing outcomes differently. In this way, they may misconstrue the actual 
worth of publicity campaigns.  AVE multipliers are dependent on the 
perceived prominence of various contextual factors, including the credibility 
of the publication and channel, print and image quality, circulation rates, 
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readership or viewership types, the LSM of the medium’s audiences, the 
medium’s advertising rates, tonality and the length of the article or broadcast 
and the retail cost of a print publication (Chauke 2012: ¶3; PRISA 2013a: ¶4). 
Furlonger (2013: 48) implies that multipliers are problematic as agencies are 
able to easily manipulate and manage campaign outcomes, particularly 
when clients are not aware of the factors that affect multipliers. Furlonger 
(2013: 48) further explains that, due to fluctuating economic circumstances 
and environmental factors, companies have taken agency of multipliers, and 
intentionally tend to stretch the worth of financial indicators. Jeffries-Fox 
(2003: 2) adds to the unease Furlonger shows toward multipliers, and deems 
that AVEs create the perception that ‘a news story of a particular size has 
equal impact to an advertisement of the same size in that publication’. At 
the time of Jeffries-Fox’s study, there was no evidence to support this 
supposition. 
 
The addition of a final multiplier in the AVE framework has created much 
controversy in the PR practice, causing heated debates about valid output 
measurement and PR research. What follows is an overview of national and 
global PR institutions’ viewpoints of the impact of AVEs on PR. 
 
 4.3.3 Criticisms about AVEs: an institutional outlook 
Jeffries-Fox (2003: 1) reasons that practitioners’ resistance to dismissing AVEs is 
primarily due to the monetary label AVEs attribute to the end-results of press 
campaigns. Consequently, AVEs establish a capital foundation from which 
publicity projects are compared with sales-driven brand components. 
 
In ‘Advertising Values to Measure PR: Why They Are Invalid’ (2000), 
Macnamara explains that while the consensus on having AVEs replaced with 
trustworthy principles and best practice is unresolved, a range of institutions 
have dispelled AVEs or strongly advise against this measurement instrument.  
 
Considering Macnamara’s (2000) observations and documented arguments 
by industry bodies, the following criticisms are listed: 
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− PRSA (Public Relations Society of America) argues that computations 
of AVEs are of questionable value. That is, the estimated value of an 
editorial placement insinuates false, inflated multiplications in relation 
to the costs of advertising. These multiplications are not supported by 
research and organisations use multiplying criteria to allocate higher 
values to promotional items compared to advertising. 
− According to the Chartered Institute of Public Relations (CIPR), the 
AVE framework blurs the distinction between PR and advertising. 
More recently, the CIPR declared that AVE multipliers ‘should never 
be applied’ (2011: 29). 
− In 1999, Public Relations Institute of Australia (PRIA) published a 
position paper on research and evaluation in which the institute 
stipulates that it does not recognise AVEs as a dependable 
evaluation method (2005: 3). 
− In a similar argument, the Advertising Federation of Australia (AFA) 
and the Australian Association of National Advertisers (AAN) dispute 
the use of AVEs. The latter issued a policy statement in 2001 where it 
clarified that PR and advertising are two distinct disciplines, and that 
the impact of one practice cannot be approximated on the basis of 
another; 
− The Public Relations Consultants' Chapter (PRCC) of PRISA reasons 
that the domestic PR industry should discontinue the use of AVEs. 
PRISA believes that AVEs are merely one dimension in 
multidimensional media research, providing quantitative 
measurement of outputs and not of results (Schroeder-McLean et al. 
2010: ¶2).  
− The Barcelona Declaration of Research Principles introduced at the 
European Summit on Measurement in June 2010 by (Measurement 
and Evaluation Communication (AMEC), the Institute for Public 
Relations (IPR) and PRSA rejects AVEs as an evaluation concept for PR. 
The principles state that AVEs ‘do not measure the value of the ROI of 
PR and do not inform future activity’ (Eisenmann et al. 2012: 11). 
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4.3.4 Limitations of AVEs 
Looking at quantity measurement; this section as well as section 4.3.5 are 
direct in their approach to answering how media analysis techniques limited 
to/or useful in measuring audience responses (principle question three to 
guide the study)? and how can the criteria prescribed by media analysis 
contribute to improved models of assessment in publicity review (principle 
question four to guide the study)? 
 
In recollecting discussions from the preceding sections clearly the discussion 
regarding AVEs, as well as the use of multipliers to add value to publicity 
programmes, has implications for the PR industry. It has done little to defend 
PR as an ethical and fair profession. When planning to measure publicity, 
sufficient knowledge about the shortcomings of AVEs is needed to lessen the 
possibility of inaccurate and unjust assessments. Macnamara (2000), Jeffries-
Fox (2003), Jeffrey (2006), PRISA (2013a), Chauke (2012) and Bhattacharjee 
(2013) reiterate the shortcomings of AVEs. Their considerations are illustrated 
in the synopsis below: 
 
− AVEs are based on the most commonly used advertising rates; price 
negotiations are not considered. 
− AVEs are restricted to traditional media channels. As such, AVEs do 
not measure social media engagement. 
− Volume-driven. That is, the formula provides inconsistent monetary 
values of publicity as AVEs track outputs, not outtakes or outcomes. 
− AVEs do not address the potential of mentions to have reached 
audiences in a particular time period. To provide contextual example; 
in radio, should it be verified that vehicle traffic volumes are higher at 
17:00 than at 15:00, AVEs do not determine whether the news 
broadcasted on radio at 17:00 reached more people than news 
broadcasted at 15:00. This relies on the evaluator’s interpretations. 
− AVEs do not assign value to efforts where the appearance of 
publicity was counteracted. 
− AVEs do not estimate the impact of the position of a placement in 
print. For example, AVEs do not calculate how much an item, placed 
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on the front page/cover of a publication, would appeal to readers 
compared to an item placed elsewhere. 
− AVEs do not indicate when key messages are repeated in the same 
media and the reason for these recurrences. 
− AVEs do not register factors, such as the size of the headline, the 
mention of important key messages, phrases and people and do not 
classify erroneous information. AVEs do, however, calculate the value 
of unpaid items whether the content is correct, incorrect and/or 
misinterpreted. 
− AVEs do not register the tonality of messages that contain topical 
mentions, who has seen the media coverage, how the key messages 
appealed to them and whether the publicity persuaded that 
audience to support that specific issue or topic. 
− AVEs do not classify the tonality of unpaid mentions, but do calculate 
publicity value regardless of the different attitudes conveyed toward 
the specific topic. 
− AVEs do not take account of the manner in which third-parties report 
on the subject matter, whether the messages are similar or are 
communicated from different angles. 
− Promotional items may include mentions of several competing 
brands, products or services and must be noted that AVEs rely on 
fixed advertising rates. Thus, the formula does not divide costs 
according to the amount of topics presented in the same space or 
broadcast. In this sense, AVEs fail to answer how the value of single 
mentions that differ in size and length can be calculated separately 
from an entire article/aired discussion. 
− When using AVEs, varying multipliers are applied to reach the capital 
value of publicity. No standard score for multipliers has been 
established. 
 
The criticisms in this section accentuate the theme of vagueness that exists 
between the advertising value and the cost of editorial publicity. Additionally, 
Jeffrey’s-Fox (2003: 2) argues that AVEs create the perception that ‘a news 
story of a particular size has equal impact to that of a same size 
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advertisement in that publication’. In response to this, Macnamara (2000: 6) 
reminds us that, although advertising and non-paid promotional items can 
convey the same key information, ‘advertising value cannot be generalized 
for editorial coverage given the variability of editorial publicity’. Accordingly, 
it must be remembered that gross comparisons between advertising and 
publicity can ‘distort’ the value of press campaigns (Macnamara 2000: 6). To 
grasp the overall effect of these implications on PR as an established 
profession, Macnamara (2000: 6) contends: 
 
1) AVEs prevent PR specialists from embracing new and developing 
evaluation methods to help them compile comprehensive reports 
and justify their efforts. 
2) AVEs are false indicators of the value of PR and present misleading 
and inaccurate information. This creates the perception that PR is 
based on a lack of research ethics. 
 
 4.3.5 Effectiveness of AVEs 
Until now, the focus in this chapter has been predominantly based on 
authors’ assumptions about the inadequacies of AVEs. The extent of the 
literature reviewed, however, is not limited to this outlook. Therefore, to avoid 
a one-side approach to AVEs and to broaden the scope of the use of the 
formula, the next part in this chapter explores AVEs as a dominant and useful 
publicity analysis tool in corporations.  
 
Whereas AVEs are widely applied in PR, this framework is not restricted to the 
PR industry. Studies show that AVEs are used in corporations where statistics 
are considered the basis for reviewing ROI in different specialities, including 
advertising and marketing. Vlastelica et al. (2005: 9) find that clients and 
senior management generally prefer quantitative media analysis, such as 
AVEs, to qualitative assessments. Vlastelica et al. (2005: 9) reasons this is 
because quantitative analyses are ‘cost-effective and offer tangible results 
and figures’. In her listing of the pros of AVEs, Jeffrey (2006: 4) mentions that 
the formula is a ‘recognized metric in advertising and marketing’. 
Bhattacharjee (2013: ¶1) agrees and stipulates that AVEs are particularly 
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useful when determining the ROI of editorial coverage and explaining the 
purpose of the PR budget to anyone who is not familiar with the press.  
 
AVEs and multipliers allow for research that focuses on the readership, 
circulation and credibility of the media. Therefore, AVEs can assist in gaining 
an idea of the impact of publicity results on a brand communication 
programme (Macnamara 2005: 4; Jeffries-Fox 2003: 5). AVEs also provide 
paradigms where publicity results can be distinguished from, and compared 
to, sales-driven results in advertising and marketing.  
 
Another practical use for AVEs is to compare publicity campaigns 
implemented in an allocated timeframe with other campaigns. This helps to 
affirm whether publicity tactics have improved or need to be altered 
(Jeffries-Fox 2003: 5). 
 
Jeffries-Fox (2003: 5) also reasons that the AVE formula is an effective means 
for conducting competitor comparative analysis when comparing the results 
of one’s own brand, product or service, to competitors’ performance. 
 
Before multipliers are added to the first two steps in the AVE structure, AVEs 
can offer accurate results if calculations are captured objectively by the 
evaluator (Jeffrey 2006: 4). Jeffrey, who refers to AVEs as ‘media value’, 
identifies factors she believes ascertain AVEs as a valuable means of publicity 
measurement. These include ‘capturing story size and impressions’ and ‘the 
perceived credibility of a media outlet’. Jeffrey also claims that AVEs reflect 
slant, provide positive values and helps determine prominence (Jeffrey 2006: 
4). Considering these considerations, some of the positives underlined by 
Jeffrey contradict the limitations to AVEs discussed in section 4.3.4. For one, 
Jeffrey implies that applications of AVE resemble content analysis. This 
conception opposes the idea that AVEs are quantitative and volume-driven, 
and thus incapable of interpreting the captured material. Looking back at 
the consensus of arguments in section 4.3.3, the assertions put forward by 
Jeffrey (2006: 4) are disputed. 
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 4.4 Qualifying publicity: alternatives to AVEs 
In addition to researchers and industry experts’ preconceptions about the 
effectiveness of AVEs, alternative methodological recommendations 
focusing on media content analysis are explored in the next unit of this 
chapter.   
  
 4.4.1 Defining media content analysis  
In ‘The Dictionary of Public Relations Measurement and Research’ (2006), 
Bayerlein et al., provide the following description for content analysis (2006: 
4): 
 
an informal research methodology (and measurement tool) that 
systematically tracks messages (written, spoken, broadcast) and 
translates them into a quantifiable form via a systematic 
approach to defining message categories through specified units 
of analysis; the action of breaking down message content into 
predetermined components (categories) to form a judgment 
capable of being measured. 
 
Du Plooy (2009: 213) rationalises this by stating that in communication 
research content analysis is commonly used to record the frequency with 
which certain symbols or themes appear in messages42. The reoccurrence or 
absence of textual features is then used to contradict or confirm theories or 
to formulate new theoretical concepts. 
 
In the context of publicity measurement, media content analysis examines a 
message placed in the media to establish the overall meaning and the 
impact of the item in view of agreed objectives. Jeffrey (2006: 4) notes that 
an investigation of this nature tends to be ‘subjective’ and therefore less 
readily understood by audiences. 
 
  
  
                                                          
42 Additionally, Du Plooy (2009: 89) clarifies that, in content analysis, the reoccurrence or absence of textual 
features are used to contradict, confirm theories or formulate new theoretical concepts. 
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 4.4.2 Challenges of and recommendations for media content  
   analysis: toward a ‘New Model for Media Content Analysis’  
   (Griffin and Michaelson 2005)  
Griffin and Michaelson (2005: 6) approach media content analysis with 
caution and stress that it sometimes deviates from the specific issue and 
causes researchers to draw conclusions that do not address communication 
objectives. This is partly due to what these authors believe is PR practitioners’ 
lack of use of traditional measurement structures (2005: 6).  
 
In Griffin and Michaelson’s (2005) report about the principles of traditional 
media content analysis, they identify two defective factors media content 
analysis constructs have in common: (1) the absence of analytical structures 
in media content analysis and (2) having to relate an investigation to 
communications objectives without bias.  
 
First, researchers can misinterpret the data due to the absence of established 
‘analytical structures’ (Griffin and Michaelson 2005: 6). Secondly, the results of 
assessments rely on researchers’ interpretations of the publicity outcomes 
(Griffin and Michaelson 2005: 6). This risks information being reported in a 
biased manner. Griffin and Michaelson (2005: 6) classify these potential 
threats as (1) not determining message accuracy and (2) not linking 
messages to communications objectives.  
 
The first risk, which is determining the accuracy of the message, depends on 
the basic facts, misstatements, incomplete information and omissions that are 
examined. Griffin and Michaelson (2005: 6) refer to basic facts being the 
intrinsic factors of a message in that they shape the message and make the 
information viable. Facts are used to place information within the context of 
the message and the ‘story’ being told, and must therefore be correct, 
accurate and up-to-date. Misstatements consist of erroneous information 
provided by a subsequent communicator, such as a journalist, who has 
misinterpreted the original message or received incomplete or false data. 
Incomplete information is regarded to include only certain facts and does 
not deliver a transparent, honest report. Lastly, omissions take place when key 
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information is missing and the intended message is not delivered. That is, 
when essential data or the principal subject matter is omitted, the intended 
message can be contaminated or misunderstood.  
 
The second risk of not linking messages to communications objectives is seen 
as a potential threat for analysing communication outcomes, particularly in 
the case where objectives are not linked with the organisation’s information 
needs.  
 
In their research article, ‘A New Model for Media Content Analysis’, Griffin 
and Michaelson (2005) developed the communications lifecycle; a 
conceptual guideline based on communication goals focusing on the 
communication needs of the media and their public. It suggests following an 
information exchange process to align media content analysis outcomes with 
relevant communication objectives.  
 
Accordingly, for effective communication to take place and for the intended 
recipient to receive and understand the data exchanged, he/she needs to 
experience four stages of communication effects. These include; (1) 
establishing awareness of the topic in question; (2) building sufficient 
knowledge about the topic; (3) generating interest or recognition of the 
topic, and; (4) experiencing a change in behaviour where the receiver 
reacts to the message (Griffin and Michaelson 2005: 7). Griffin and 
Michaelson (2005: 8) maintain that the communications lifecycle needs to be 
understood by both the media and the audience. When applying these 
principles, communication specialists need to be knowledgeable about the 
media and targeted audiences’ brand awareness. For example; if the media 
is more informed about an issue, this can result in writers or journalists making 
incorrect assumptions about their audience’s level of knowledge. As such, 
the information communicated by intermediaries may be interpreted 
inaccurately.  
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4.4.3 Measurement in South Africa: Guidelines on Media Publicity 
Measurement (PRISA) 
The literature review presented in this study is largely subject to global 
perspectives on publicity evaluation. But this particular section relates the 
research to a South African context and aims to create an understanding of 
the conditions associated with media analysis in the domestic PR industry, 
focusing on PRISA’s insights and recommendations.  
   
PRISA was established in 1957 and is, to date, the representing body for the 
PR and communications management profession in South Africa, as well as in 
Botswana, Namibia, Lesotho and Swaziland (PRISA 2013c).  
 
As indicated in section 4.3.3, statements by the PRCC and PRISA discourage 
the use of additional multipliers in the AVE formula to determine a PR cost or 
value for the total publicity obtained. This point is substantiated as follows 
(Schroeder-McLean et al. 2010: ¶2):  
 
AVE is only one dimension of multidimensional media research 
and only the first step in the process because it only measures 
outputs:  i.e. how much media publicity was produced.  Counting 
clippings and attributing an arbitrary monetary value to them is 
merely a quantitative measurement of outputs not a 
measurement of results. 
 
PRISA (2013a: ¶4) also demonstrates its concern about AVEs by emphasising 
that, for one, AVEs lend themselves to factors, called multipliers, to determine 
the value of publicity. These multipliers are usually based on ‘public 
prominence, image impact, prestige of the media channel and other 
criterion’ (PRISA 2013a: ¶4). PRISA maintains that this can lead to 
exaggerated estimations of the ROI (return on investment)43 from publicity. To 
counteract such inflated assessments, PRISA’s Guidelines on Media Publicity 
Measurement (compiled by Schroeder-McLean et al. (2010) on behalf of 
PRISA) recommend conducting an analysis of media coverage guided by a 
customised rating system. This approach is based on how messages are 
                                                          
43 ROI presents the fraction of a company’s total capital earnings which is the profit gained of a particular 
investment or series of investments. It is used to determine the profitability of investments over a period of 
time. 
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received by audiences; it suggests first conducting a cost per (audience) 
reach calculation which is then accompanied by an in-depth report of the 
conditional factors associated with the media sources that distributed the 
coverage.  
 
Furthermore, the Guidelines on Media Publicity Measurement reminds us that 
when compiling a comprehensive analysis report of the overall PR plan, it can 
be useful to extend its scope beyond outputs; to account outtakes 
(perception shifts), outcomes (behavioural change) and engagement (the 
level of stakeholder interaction achieved)(Schroeder-McLean et al. 2010: ¶3).  
 
The literature gathered on AVEs in this chapter affirms that this media analysis 
framework is a traditional standard for measurement based on one-way mass 
communication; it has been sanctioned by third-party communicators 
including journalists, reporters and freelance writers. A recurring argument in 
this study is that advancing technologies and social media networks have 
contributed to the increasing levels of online consumer-brand engagement, 
thus enabling audiences to take on the role of influencer. As AVEs do not 
register two-way brand-relevant communication, there is a growing need for 
methods to evaluate audiences’ responses in traditional and new media 
channels (Schroeder-McLean et al. 2010: ¶8-9).  
 
Despite this preconception, PRISA recognises that at present AVEs are a 
popular analysis technique in the PR industry and does not dismiss them. 
However, if no other method is considered viable by the PR practitioner or 
client organisation, PRISA suggests a 1:1 advertising-to-publicity comparison 
to calculate the publicity’s value (Schroeder-McLean et al. 2010: ¶1). Instead 
of using differentiating ratios or multipliers, qualitative units of measurement 
corresponding to branding objectives need to be identified. These 
recommendations are outlined in the Guidelines on Media Publicity 
Measurement compiled by Schroeder-McLean et al. (2010) on behalf of the 
PRCC and PRISA. The Guidelines on Media Publicity Measurement define 
principles for compiling a media analysis report using (1) a customised rating 
system based on campaign objectives, (2) the demographics of audiences 
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reached and (3) how the intended audiences reacted to the message. 
Consequently, the Guidelines on Media Publicity Measurement emphasise 
that, rather than evaluating outputs, PR practitioners need to record of 
outtakes, outcomes and engagement, and to link results with campaign 
objectives (Schroeder-McLean et al. 2010: ¶8-9).  
 
Even though PRISA does not recommend including AVEs in a publicity 
analysis report, the institute does recognise that some form of output 
measurement is necessary (Schroeder-McLean et al. 2010: ¶1). As an 
alternative to the AVE multiplier, it is recommended that a ‘cost per reach’ 
measure is considered to define the impact of a publicity campaign on 
audience reach (Schroeder-McLean et al. 2010: ¶1). Themarketingsite.com 
(2011: ¶8) quotes Lesley Schroeder-McLean, who reasons that ‘effectiveness 
lies in reach’; that discovering ‘who we reach, where we reach them, when 
we reach them, the extent to which our messages reach them and, most 
importantly, whether people take action on the message can be useful’. The 
cost per reach parameter introduced as part of the Guidelines on Media 
Publicity Measurement is illustrated below (Schroeder-McLean et al. 2010: ¶5) 
 
 Cost per reach =   PR spend on generating media publicity 
  readership/viewership/ listenership 
 
This calculation offers a numerical explanation for publicity results. In addition, 
examining the content in publicity pieces against criteria implied by 
communication objectives, can aid multifaceted and comprehensive 
interpretations of publicity. The Guidelines on Media Publicity Measurement 
propose creating a check-list to analyse content as follows:  
 
− analyse the presence/absence of  a company, product or brand 
mention, 
− the presence/absence of an image, 
− and a quote(s) by an authority such as a CEO, celebrity or brand 
ambassador;  
− review the credibility of the spokesperson if mentioned; 
94 
 
− determine if the intended target audiences was reached or if the 
message was placed in the correct media channel; 
− study the prominence of the broadcast or publication in which the 
message communicated; 
− consider competitor or peer inclusion,  
− and if action is required details of, how stakeholders can act on the 
message, for example, a website address and other contact details. 
 
Figure 10 depicts an example of how these elements can be compiled: 
 
.  
Figure 10: Suggested check-list for a media analysis report 
(Source: Schroeder-McLean et al. 2010) 
 
 4.4.4 The Barcelona Declaration of Research Principles 
At the European Summit on Measurement held in June 2010, the Barcelona 
Declaration of Research Principles was introduced and accepted by almost 
220 delegates and members from over 30 countries (Rockland 2011: ¶3). 
Coordinated by AMEC, the IPR and PRSA, the conference inaugurated what 
is believed to be the first set of standards and best practice for engagement 
in PR. Based on AMEC’s (2010) presentation of the declaration, and including 
the theoretical compilations by Grupp (2010), Eisenmann et al. (2012) and 
AMEC (2012) (in association with the IPR), the seven core principles of the 
Barcelona Declaration are reviewed in table 9 on the following page: 
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No. Principle  Description 
1 Importance of goal setting 
and measurement 
It is important to establish campaign objectives 
and goals before the campaign is implemented. 
Research factors should define the differences in 
measuring brand exposure in traditional and 
social media, describe key stakeholder 
behaviour, and changes in audiences’ 
awareness and attitudes. 
2 Measuring the effect on 
outcomes is preferred to 
measuring outputs 
Similar to the previous guideline, this principle 
refers to analysing shifts in awareness, 
comprehension, attitude, reputation and policy 
changes that may affect stakeholder 
perception and reaction. A quantitative 
measuring process only quantifies business 
objectives, and do not address changes in 
awareness and attitudes.   
3 The effects on business 
results can and should be 
measured where possible 
Measuring PR’s effect in view of changing 
business results is vital. When undertaking 
quantity as well as quality-driven assessments of 
outcomes, companies need to be aware that 
different communication components need to 
be evaluated respectively. Companies need to 
recognise that PR still needs to develop a viable 
model for measurement in order to provide 
reliable input as part of this process. 
4 Media measurement 
requires quantity and 
quality 
Tracking the amount of relevant media clippings 
do not account for the overall contribution of PR 
to publicity. Additionally, the particular mention 
should be assessed according to the credibility 
and readership or target audience of the 
medium, the presence of key themes or 
messages, the overall tone in which the 
message is delivered, references to and/or 
inclusion of a spokesperson, as well as visual 
dimension. 
5 AVEs are not the value of 
PR 
This principle indicates that media costs do not 
equal media earned.  ‘AVEs do not measure the 
value of PR and do not inform future activity’ 
(Eisenmann et al. 2012: 11; AMEC 2012). AVEs 
propose that the value of an editorial space 
equates the multiplied amount of the space’s 
advertising rate. The principles state that this 
approach to publicity analysis should not be 
applied unless the specific case calls for such 
measures. 
Table 9: The seven guidelines of the Barcelona Declaration of Research 
Principles 
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No. Principle  Description 
6 Social media can and 
should be measured 
 
Conversation and communities are essential 
components that require monitoring of relevant 
mentions. While this can be examined manually 
by the researcher, online research sources are 
often used to determine the extent of consumer-
brand engagement on social sites. Some 
examples of online services include Simply 
Measured, HootSuite, SocialMention and Topsy. 
7 Transparency and 
replicability are paramount 
to sound measurement 
Transparency means specifying all the analysis 
protocols used for assessing coverage. This 
includes the medium investigated, the methods 
for data-collection, analysis method (what is 
important to consider here is whether content 
has been repeated as part of an automated 
schedule or if the content is the original work of a 
writer and/or critic). In terms of the methodology; 
it is important to take account of audience 
sample size, targeted readership and to base 
statistics on audiences’ opinions of the media 
coverage provided.  
Table 9 (continued): The seven guidelines of the Barcelona Declaration of 
Research Principles 
 
These principles can be considered as a starting point for ethical and 
constructive evaluations rather than a quick solution for quantifying the value 
of PR campaigns. Initially, the declaration seeks to contribute to a sound 
foundation from which valid principles can be built (Grupp 2010: ¶3). 
 
4.4.5 Additional insights 
Griffin and Michaelson’s approaches to developing a ‘New Model for Media 
Content Analysis’ (2005), PRISA’s Guidelines on Publicity Measurement and 
the Barcelona Declaration of Principles have been selected as the primary 
procedures to the study in this chapter. However, it is important to recognise 
that the guidelines for conducting media content analysis are not limited to 
the protocols investigated in this study.  
 
To support the theoretical basis for exploring media content analysis 
strategies in this study, additional prepositions to content-specific 
measurement are provided. Showing similar characteristics as the traditional 
measures discussed in section 4.2 of this chapter (Griffin and Michaelson 
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2005), table 10 below comprises input by and Jeffrey (2006) and Eisenmann 
et al. (2012):  
 
Content analysis Description 
Placement Quality of impact is judged according to the placement of the 
article is placed or in which broadcast slot a relevant discussion 
or mention is aired. 
Prominence Taking account of important factors such as the mention of the 
brand, product or service, company or an associated cause 
appearing in the headline, the first paragraph or a side-bar. 
Latent analysis or 
story slant 
To inspect an article or mention and to judge the item as a 
whole based on the overall tone. 
Manifest analysis Most relevant to written material, a series of sentences or 
paragraphs are examined and where the total positive, neutral 
and negative sentiments are tracked to obtain an overall score. 
Tonality 
comparison 
Comparing the tone of content of a particular impression to the 
tone received in the past or to the tone received in competitors’ 
media coverage. 
Key messages 
and message-to-
point inclusion 
Tracking how many placements include one or more key 
messages and whether these have been interpreted fully, 
partially, correct, incorrect or are emphasised in some way or 
another. 
Dominance  The degree to which the brand, product or service is tended to 
in the entire placement. This includes determining whether the 
brand, product or service is the main subject matter in the item 
or whether mentions are shared with competitors in one space 
or slot. 
Comparison Comparing the amount of positive or negative media coverage 
with those received by competitors. 
Key issues The degree to which key issues associated with the brand, 
product or service is discussed.  
Source 
mentioning 
Tracking the presence of quotes by spokespeople, brand 
advocates, influential figures and/or other third parties that refer 
to these sources. 
Scanning of 
visuals 
The inclusion of visual items such as a photo, chart, logo that will 
make the publicity item more attractive. 
Table 10: A listing of individual media content analysis techniques and their 
descriptions 
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In addition to the suggestions provided in table 10, Jeffrey (2006: 8-9) 
recommends research factors that are particularly useful in determining 
whether the initial campaign objectives have been met. Amongst others, 
these include: 
 
Research factor  Description 
Targeted media The publication, radio or television channel, website, blog or 
social media site preferred to distribute promotional content. 
Targeted 
audience 
The readership/viewership/listenership preferred to receive and 
interpret promotional content. 
Table 11: Research factors useful for determining the success of publicity 
tactics 
 
The tables above provide recommendations for content-specific media 
analysis. Additionally, and to ease the presentation of the findings, Jeffrey 
(2006: 8-9) suggests using a coding strategy to scale or categorise 
communication elements. Coding procedures can be structured according 
to the following: 
 
− story slant (1 = negative, 2 = neutral, 3 = positive); 
− key messages (1 = none, 2 = half, 3 = all); 
− specific message-point inclusion (1 = not present, 2 = somewhat 
present, 3 = major focus); 
− story position (1 = poor, 2 = fair to good, 3 = excellent); 
− prominence (1 = just mentioned part of story, 2 = moderately 
featured in prominent space, 3 = very prominent such as headline or 
inclusion of graphic); 
− targeted media (1 = least important, 2 = important, and 3 = important 
media); 
− target audience (1 = off target, 2 = reasonably targeted, 3 = bull’s 
eye hit!). 
 
 4.5 Conclusion 
The discussion presented in this chapter is drawn from documented 
arguments by industry bodies and PR experts, as well as primary readings on 
traditional and developing methods of publicity measurement. It has also 
been structured to establish an understanding on (1) how media analysis 
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techniques are limited to and/or useful in measuring audience responses and 
(2) how the criteria prescribed by media analysis can contribute to improved 
models of assessment in publicity reviews. These last two enquiries are 
essential in that they reflect the research question: what are the effective 
approaches to evaluate audience responses to promotional messages?  
 
Literature that specifically addresses AVEs is, for the most part, inclusive of the 
framework’s application to print and broadcast media. This is conceivable 
since the structure of AVEs, which is heavily reliant on advertising costs, 
delimits the measuring ability of the AVE formula to this type of media. 
 
This chapter started by denoting that there are numerous traditional means 
available to evaluate press campaigns. Yet, and as Griffin and Michaelson 
(2005: 2) argue, these methods lack consistency to produce descriptive, 
accurate and professional feedback reports for publicity programmes or 
projects.  
 
It was also argued that the AVE structure is one of the major reasons for 
unethical and inaccurate assessment. In this regard, PR has become 
notorious for practitioners’ tendency to exaggerate AVE results. Schroeder-
McLean et al. (2010: ¶2) add to this statement, saying that AVEs attaches a 
one-dimensional research outlook to PR as it only measures outputs and not 
outcomes. While AVE’s are originally limited to media placements in print and 
broadcast media, PR specialists and media tracking services have managed 
to assign a rand value to website and social media content in AVE reports. 
Whereas there is little research that links AVEs to online brand exposure, PR 
practitioners are expected to report on their efforts to influence brand-
relevant conversations on the web.  
 
Media content analysis offers flexible solutions to estimate the worth of brand 
messages that are interpreted, portrayed and paid-forward in public media 
channels. The recommendations prescribed by Griffin and Michaelson’s 
(2005) ‘New Model for Media Content Analysis’, PRISA’s Guidelines on Media 
Publicity Measurement and the Barcelona Declaration of Research Principles 
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offer guidelines that can help in assessing audience responses in traditional 
and new media. However, the measurement elements put forward by these 
concepts are not flawless and need to be investigated before it can be 
affirmed that they are useful in evaluating publicity in traditional mass media, 
as well as in online social networks. 
  
By considering the literature and exploring the thematic guidelines using a 
case study, as well as the principle questions guiding the study, this treatise 
seeks to provide an appropriate answer for the research question and to fulfil 
the objectives of the research. 
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CHAPTER FIVE: RESEARCH DESIGN AND METHODS 
 
5.1 Introduction 
A fundamental aspect of scientific research is that it entails a logical 
investigation. Mouton (2009: 55) explains that the research design is the ‘plan 
or blueprint’ that guides the study to answer the research question and it is 
important that the study’s approach, data-collection and analysis 
procedures are established. The next section elaborates on these elements. 
 
5.2 Research approach and outline 
This study intends to expand insights into the effectiveness of media content 
analysis procedures to evaluate publicity; how media content analysis 
constructs can provide comprehensive assessments of brand communication 
objectives. In this way, it attempts to understand practical problems or issues, 
and is therefore applied research (Du Plooy 2009: 28).  
 
The research takes on a mixed methods approach using a case study and 
media content analysis. Although predominantly qualitative, the research 
design includes quantitative characteristics; it involves formulating logical 
explanations from an investigation of the frequency and/or absence of key 
features as part of content analysis. 
 
The following section describes the research question, aim, principle questions 
guiding the study and the research objectives. It also discusses the texts, the 
principles prescribed for data analysis and the context of the analysis. 
  
5.2.1 Research question 
This study seeks to increase understanding in order to assist in answering the 
following research question: 
 
What are the effective approaches to evaluate audience responses to 
promotional messages? 
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5.2.2 Aim/principle questions guiding the study/objectives 
The study’s aim and the fundamental questions that prompted this research, 
as well as the research objectives are described below: 
 
5.2.2.1 Aim 
The aim is to determine the effective approaches to evaluate audience 
responses to promotional messages. 
 
5.2.2.2 Principle questions guiding the study 
 
− How is PR defined as a communication element in branding? 
− What is publicity’s role as an indicator of PR?  
− How are media analysis techniques limited to and/or useful in 
measuring audience responses? 
− In what way can the criteria prescribed by media analysis contribute 
to improved models of assessment in publicity reviews? 
 
5.2.2.3 Objectives 
 
− To explore themes of concern that can increase the understanding 
of the issues associated with media analysis in a PR context. 
− To determine factors that will help motivate the development of 
sound models of publicity measurement. 
− To discover insights into the capabilities of publicity analysis 
techniques to assist in reviews of brand communication in a PR 
context. 
 
 5.2.3 Sample profile and analysis constructs 
This study incorporates a case study representing a selection of South African 
audience’s documented reflections of the launch of the Two Oceans Quay 5 
product range. To respond appropriately to the research question, the texts 
from the case study are used to execute a thematic media content analysis. 
This investigation is structured according to the following approaches to 
media content analysis as discussed in chapter four of this treatise: 
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− ‘New Model for Media Content Analysis’ (Griffin and Michaelson 2005) 
− Guidelines on Media Publicity Measurement (PRISA) 
− Barcelona Declaration of Research Principles (AMEC, IPR and PRSA). 
 
This media content analysis constructs correlates important perceptions for 
examining the themes of secondary brand-specific communication in public 
media channels. This includes assessing mediators’ cognisance of and 
attitudes toward a specific brand and events// and is based on the presence 
and/or omission of important contextual features and facts in media 
coverage.   
 
The texts analysed in the media content analysis include:  
 
− Traditional public media channels 
 Newspapers: articles and reviews that either discuss or include 
topical mentions. 
 Magazines: articles, reviews and competition copy that include 
 topic- specific information. 
 Websites: online articles, reviews and competition copy on 
 news,  magazine, radio, television and trade-specific sites that 
 address the  specific issue. 
 Broadcast: topic-specific content shared in a radio discussion. 
 
− Social media 
 Blogs: blog entries and reviews that either elaborate on or 
include informative snippets about the topic. 
 Twitter: tweets that address the topic and/or include links to 
relevant content on websites and blogs.  
 
The texts were sourced through the use of web search engines, as well as an 
online media-monitoring service and social media. To comply with the 
objectives of the study, specific sampling criteria were used to condense an 
accessible sample to a selection of texts relevant to the data analysis. 
104 
 
 
Details on sampling techniques, the application of content analysis and the 
procedures carried out to analyse the raw data follow in section 5.3 of this 
chapter. 
 
5.2.4  The analysis context 
This particular research is concerned with selected media content analysis 
constructs for the surveying of brand-relevant information generated or 
edited by intermediate communicators in public mass media outlets and 
social media. With the literature review presented in chapters two to four, as 
well as the extensive practical use of digital tools, the following important 
considerations for the primary analysis could be made:   
 
− Publicity present PR outputs. These can illustrate the extent of the 
press and influential information designators’ awareness and 
attitudes towards the brand, product, service and/or brand-specific 
activity. Publicity can influence, but does not indicate the intended 
audiences’ awareness and resulting changes in behaviour (outtakes 
and outcomes). Social media monitoring can provide insights into 
social media users’ brand perceptions and broaden the scope of 
publicity overviews to social sites.  
− Promotional brand messages supplied by an information subsidiary 
(such as the PR practitioner, PR firm or organisation) to third-party 
mediators (for example, journalists, critics, bloggers) need to pass 
some kind of editorial process before the content can be classified as 
publicity. 
− Journalists, reviewers, critics and bloggers who generate and/or edit 
brand-related information do so with the knowledge that their 
opinions reach large audiences through public media channels. 
− Publicity activities may include trade exchanges. Trade exchanges 
involve negotiations made between the information subsidiary and 
the particular media outlet, where the information supplier reserves 
the promotional space or interval without explicitly paying for the 
space. This allows the information subsidiary to review the 
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presentation of the information before it is disseminated to the public. 
A trade exchange is not covertly advertising, but recognised as a 
form of controlled public communication.  
− Publicity may increase as a result of wire services; these are websites 
that contain snippets of information or copies of entire articles that 
originated on other online platforms. Wire services are not the original 
sources of the content, but do extend brand visibility at no expense 
to the organisation. 
− Commercial websites offering press box services tend to list and 
upload content for clients. Information favourable to the brand, 
usually supplied by the organisation, is published on the sites as these 
do not necessarily produce information independently.  
− Traditional media outlets may have established an online presence 
using websites, digital publications and broadcasts, as well as social 
media. Similar content is distributed using these different 
communication platforms, but may be structured differently 
depending on the principles of each platform.  
− Social media provide online users with opportunities to interact with 
others including commenting on, replying to messages, sharing 
multimedia or links or forwarding posts. While these users’ 
participation in social media is voluntary, this does not guarantee 
their engagement with the content. 
− Social media users’ attitudes toward a specific subject matter are 
likely influenced by the slant of a blog post, article or review posted 
online. 
− The analysis of public media texts undertaken in this study 
incorporates international perspectives, but the research particularly 
aims to provide insights within a South African context. 
 
5.3 Research design and methods  
Here, the sampling and selection of texts, as well as the procedures for data 
analysis are discussed. 
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To understand the discussion presented in this unit, it is important to note how 
the research methods align with the principle questions guiding the study. The 
first two questions, How is PR defined as a communication element in 
branding? and What is publicity’s role as an indicator of PR? were mainly 
addressed in the literature review and will be revisited in the concluding 
chapter of this treatise. The remaining questions were helpful for planning the 
data analysis. The following table describes the purpose of each of the 
research methods in view of these questions:  
 
Principle question Method Reason for selecting method 
How are media 
analysis techniques 
limited to and/or 
useful in measuring 
audience 
responses? 
 
Method-driven 
content 
analysis  
Method-driven content analysis deals with 
concerns about the validity of previously 
studied methods of assessment. This allows the 
researcher to test the applicability of a 
specific method in a broad range of situations 
while discovering the possible limitations to its 
applications (Krippendorff 2004: 356).  
 
Case study Case studies are ideal for research that 
requires applying various approaches and 
when consulting numerous sources that that 
are analysed at different levels. A case study 
is a flexible ‘single-system’ design that enables 
investigations of individual units or cases that 
have been categorised as part of a group 
(Du Plooy 2009: 180).  
In what way can 
the criteria 
prescribed by 
media analysis 
contribute to 
improved models 
of assessment in 
publicity reviews? 
 
Method-driven 
content 
analysis  
By marking recurring or missing patterns of 
primary and secondary  discussion themes in 
the data from the case study, specific 
methods could be identified and tested 
according to their usefulness. 
Case study Using single units of secondary 
communication as part of a case study, the 
applications of analysis protocols could be 
explored. This enabled the researcher to 
discover useful criteria for improved models of 
assessment. 
Table 12: Linking the principle questions guiding the study with the research 
methods 
 
Furthermore, it is important to note that the texts sampled for the case study 
were specifically used to explore the applications of the publicity analysis 
constructs listed above. 
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5.3.1 Sampling and selecting texts 
Sampling techniques are useful for collecting specific data from the range of 
potential units or the population the researcher has chosen for the study (Du 
Plooy 2009: 108). Essentially, sampling techniques are used to clarify the 
criteria implied by the research objectives. 
 
This assessment characterises a method-driven study (Krippendorff 2004: 340). 
The texts from the case study were gathered using non-probability sampling 
methods, namely (1) convenience and (2) purposive sampling (Du Plooy 
2009: 123).  
 
The collection of texts analysed include documented third-party comments 
about the Two Oceans Quay 5 range in the context of the products’ launch. 
This case study comprises individual unpaid brand mentions and reviews in 
the following public media platforms: 
 
a) Traditional public media channels 
b)  Social media 
 
As mentioned at the start of this section; the first reason for selecting the Two 
Oceans Quay 5 launch for the case study was convenience. The data was 
obtained using resources that were readily available in the research period. 
For instance, the researcher was able to assemble texts using Gate5, an 
electronic clippings directory of the media monitoring service, Newsclip. 
Gate5 tracks and documents individual print and website articles, as well as 
radio and television broadcasts which feature topical mentions, reviews, 
editorial features, interviews and/or public discussions. This made it possible 
for the researcher to save time in sourcing relevant media coverage 
generated before this study commenced. To support data-collection made 
possible with Gate5, and to lessen the potential for overlooking significant 
items, the texts were aggregated using web search engines. In addition, as 
Newsclip does not register brand engagement in social media as 
measureable exposure, an online search for topic-specific responses by 
social media users was implemented. 
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The second reason for choosing the Two Oceans Quay 5 case study was that 
it seemed most appropriate in aligning the content analysis with the research 
objectives. Since this study centres on the applications of selected media 
content analysis constructs, the researcher was encouraged to seek out the 
texts which would support a logical discussion of the inferences. According to 
Du Plooy (2009: 123), this form of purposive sampling can also be referred to 
as judgement sampling. Consequently, an important consideration used to 
justify this sampling technique includes Two Oceans being one of South 
Africa’s most recognised wine producers. In addition, Two Oceans’ wines are 
generally affordable and accessible from liquor outlets across the country 
and have become a household name in domestic consumer and trade 
industries. Furthermore, there was a news release (18 July 2012), published on 
the Two Oceans website which highlighted the extent of the brand’s 
multinational appeal. The release stated that the wines are exported to 
almost 100 countries (Two Oceans 2012).  
 
Two Oceans has expanded its product series, which originally consisted of 
varietals such as Cabernet Sauvignon, Shiraz Rosé and Sauvignon Blanc, with 
a low-alcohol wine range, entitled Quay 5. The red, white and rosé Quay 5 
wines were the first of their kind to be introduced in South Africa. These 
products contain an alcohol volume of 5.5 per cent, considerably lower than 
the typical 12 per cent alcohol by volume (abv) as is prescribed by the 
Industry Association for Responsible Alcohol Use of South Africa (ARA) (2013: 
¶3). Qualities like this, including the wines’ low calorie content, bright hues 
and sweet tasting notes, caused the inauguration of the Quay 5 range to be 
much debated in the South African media landscape. For an understanding 
of the context of the case study, a detailed overview of the Two Oceans 
brand, the Quay 5 products and the elements of the promotional launch 
campaign are provided in chapter six. The overview introduces the texts 
aggregated for the case study, and the communication media used to 
distribute the relevant items to the greater public. The purpose of this is to 
create an idea of the brand communication objectives associated with the 
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Quay 5 launch to better relate the findings of the data analysis to the context 
of the case study.  
 
From the sampling techniques explained above, the Two Oceans Quay 5 
launch campaign was considered an appropriate case study for drawing 
conclusions from the content analysis.  
 
In the following, the data for the content analysis is arranged according to 
the dissemination of the texts in traditional public media channels 
(newspapers, magazines, radio and websites) or social media (blogs and 
Twitter). 
 
In section 3.5.1 it was asserted that most South African consumers prefer 
retrieving information and news from local and national print and electronic 
mass communication vehicles. Chapter three argued that newspapers and 
magazines are two major players in the print sector, although respective 
publication houses have established websites (for example, news and 
magazine sites). Like print, these sites are quickly becoming popular among 
information-seeking audiences44. The content in the print and online texts 
collected here is predominantly textual, but does contain visuals. 
Accordingly, it is necessary to consider both the visual material and the 
textual data in this study. 
 
Also explained in chapter three, broadcasting channels have adapted to 
digital communication as is seen with print media outlets. One example of 
radio and television’s intent to reserve connectivity with audiences is their use 
of online streaming45. One radio discussion relevant to the Two Oceans Quay 
5 launch was recorded and available as a podcast in the research 
timeframe of this study.  
  
                                                          
44 In chapter three, these assumptions are provided against the background of a study conducted by the 
DMMA (Digital Media and Marketing Association). Accordingly, the DMMA reported that by June 2013 
almost 6.7 million South Africans used online and mobile services to connect to news sites (2013: ¶ 6).   
45 As was discussed in section 3.5.1, streaming (audio and video) allows website visitors to listen to or watch 
content as the video and/or audio files are downloaded from the online sources. 
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Blog articles can be classified as social media as these are virtual forums 
where online users can share their thoughts and opinions in an uncensored 
space. While blog articles are generally similar to website article formatting 
and features, these platforms allow for the creation of user-generated 
content not edited by external sources. Also, blogs enable online users to 
navigate to and from content on different social media networks and 
connect to websites and blogs from social media networks via electronic 
links. It is important to take note of these links to incorporate a broad 
perspective of texts on social media platforms that include integrated 
content. To logically analyse the data, blog entries are investigated 
respectively from responses on Twitter.     
 
Social media communication was sourced from tweets posted by social 
media users. Comments and links to texts specific to Two Oceans Quay 5 
launch were limited or non-existent in of social media networks. However, 
Twitter was a popular platform that collected a considerable amount of 
tweets that qualified as texts for this case study. This narrowed the data 
analysis to one social media network containing the opinions of consumers 
and food, wine and lifestyle writers, journalists and bloggers. It is important to 
note that social media users created multimedia using purpose-specific 
social media (for instance, Instagram) and social sharing tools (such as 
Ow.ly). The images created using these sources are embedded in the 
communication placed on the social media relevant for this study (blogs and 
Twitter) and are distinguished in the analysis where necessary.  
 
Due to the interconnectedness of media channels and conversations 
apparent on the different platforms, further attention to information sharing 
on social media is needed.  
 
The sources used to collect the texts in this study assisted in obtaining a large 
amount of analysable data for the Two Oceans Quay 5 case study. However, 
not all the media platforms in the sample selection provided texts that were 
useful for the study. Also, during the data-collection process, there were a 
series of obvious impracticalities. This helped to filter the population, identify 
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texts unsuitable for media content analysis and note the data that needs to 
be distinguished from unpaid, brand-specific communication endorsed in 
public media channels. For instance, online wire services led the researcher 
to websites that sourced articles and information snippets from the other 
websites which had provided the original information. In other instances, the 
researcher came across press box-type websites that intentionally update or 
generate content for a list of clients. Once news or new information about 
the clients’ brands is made available, these sites publish the stories or provide 
positive or neutral reports on brand developments.  
 
Websites that upload stories on behalf of Two Oceans include Wine.co.za, 
Fastmoving.co.za and Winetimes.co.za. Also, some of the texts reflect give-
aways in which topic-specific copy is used to promote Two Oceans Quay 5 
and to entice audiences to enter the competitions. Competitions and press 
box services present trade exchanges that result from negotiations between 
the information supplier and the media entity. As was mentioned earlier, 
trade exchanges entail the PR practitioner or organisation to supply 
information and authorise the presentation of the information before it is 
made public. The texts featured on press box sites and in online competitions 
need to be distinguished from publicity that displays voluntary reviews and 
mentions in public media vehicles.  
 
The purpose of the media content analysis, which is guided by publicity 
analysis principles, is to determine the meaning of the communication 
reflected in unpaid topic-specific publicity pieces in public media. Themes of 
concern need to be identified which can add to an understanding of the 
evaluation issues associated with AVEs and media content analysis. This 
research incorporates international perspectives, while aiming for conclusions 
in a South African PR context. Exclusion criteria were used to obtain a 
relevant target sample of texts so that only the relevant unpaid 
communication items that have gone through an editorial process or reflect 
communication by third-party mediators in the press and social media users 
were used for this study. This excluded threads of comments following brand-
relevant items that have been uploaded, published or posted online. Items 
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need to present media placements targeted at English South African 
speakers. Social media platforms featuring comments and posts relating to 
Two Oceans Quay 5 were relevant for the analysis, but social media 
platforms that had not accumulated a substantial amount of relevant 
comments within the timeframe of this study were eliminated. 
 
5.3.2 Application and procedure of content analysis 
The application of and procedure for the detailed media content analysis is 
discussed in the following sections which describe the protocols that assisted 
in developing a logical discussion of the research findings. 
 
5.3.2.1 Application 
This study can be seen to analyse data according to what Hsieh and 
Shannon (2005: 1283) propose is a comprehensive approach to content 
analysis. This assessment type begins by marking recurring content and 
themes considered useful for a logical discussion of the particular variables. 
Although the analysis may appear quantitative, it is essentially qualitative and 
enables the investigator to develop the study by interpreting the data (Hsieh 
and Shannon 2005: 1283-1285). 
 
In keeping with the objectives of this research, the content analysis is 
influenced mainly by guidelines provided in the following approaches to 
media content analysis: (1) Griffin and Michaelson’s (2005) approach to 
developing a ‘New Model for Media Content Analysis’, (2) Guidelines on 
Media Publicity Measurement developed by PRISA, and (3) the Barcelona 
Declaration of Research Principles introduced by AMEC in association with 
the IPR and PRSA.  
 
The texts from the Two Oceans Quay 5 case study are used to explore the 
functions of measurement techniques suggested in the media content 
analysis constructs. The individual protocols used to conduct this study are 
described in the next section. 
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5.3.2.2 Procedure 
 The Qualitative research process 
Qualitative analysis can be defined as the procedure of assessment and 
interpretation of data to gain and support an understanding of the 
meaning(s) the data may prescribe. Stacks (2011: 115) points out that 
qualitative research methods are subject to the situations in which the data is 
gathered. That is, the data is interpreted within a specific context. While this 
may limit opportunities for comprehensive and flexible research, some basic 
beneficial aspects of qualitative evaluation include (Stacks 2011: 115): 
 
− Qualitative methodologies can lead to an in-depth understanding of 
opinions, preferences and audiences’ reactions. 
− Data may serve as useful exemplifiers as the researcher is able to 
generate an understanding of how targeted audiences regard a 
specific topic, development or issue. 
− A rich context is provided. 
 
 Inductive and deductive research  
Hennink et al. (2011: 210) believe that effective qualitative data analysis 
allows for interchanges between inductive and deductive interpretations. It is 
therefore necessary that researchers are familiar with these methods and 
their effect on scientific investigations. Hennink et al. (2011: 210) describe 
induction and deduction as follows: 
 
− Inductive and deductive code or theme development: codes or 
themes are identified from the data obtained in the analysis. Data is 
likely deductive when codes are drawn from the subject matters 
discussed in the conceptual framework of the study. When coding is 
inductive, the data collected from a specified population is observed 
to identify select themes. 
− Deductive and inductive data collecting: deductions are made 
when the primary researcher carries out a data search for themes or 
concepts from the documented literature. Induction means 
collecting issues from the texts analysed. 
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− Deductive and inductive analytic comparisons: topics, themes or 
codes are obtained from experts’ underlying assumptions (deductive) 
or when comparing issues are detected in the actual analysis of the 
study (inductive). 
− Deductive and inductive conceptualisations: there needs to be a 
balance between what has been argued repeatedly in historic 
research and recent academia to develop an approach that would 
best deal with the research issue. In this case, an equal approach to 
deductive and inductive reasoning is undertaken. 
 
Different to deductive content analysis, inductive studies are most useful 
when the aim is to create a new theory. Deductive analysis determines the 
characteristics or elements of the situation pertaining to the research 
problem or is used to verify existing theories. While this research incorporates 
both inductive and deductive processes, it seeks to respond to the research 
issue while engaging with the arguments denoted in the study, and is thus 
predominantly deductive. 
 
 Steps in content analysis 
Grbich (2013: 190) theorises that content analysis is a qualitative approach to 
systematic research as large amounts of information are categorised to 
ascertain the patterns of words, their regular or irregular presence and the 
relationships of relevant structures, contexts and other associations. Because 
this study deals with various texts as part of a case study, content analysis is 
considered an appropriate method to address the research issue.  
 
Drawing on Grbich (2013: 190), content analysis can be described as a 
process that involves the following steps: 
 
1) Preparing the data: texts and documents need to be sufficient for the 
purpose of the research. These need to be filtered according to the 
study’s requirements or clearly stated objectives. Topics need to be 
identified in order to determine the protocol(s) used to analyse the 
relevant texts.  
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2) Defining the sampling approach: this requires the researcher to select 
a specific sampling method to simplify selecting the available data. 
3) Defining the level of analysis: this entails deciding which concepts, 
themes, issues or situations can be useful for interpreting the data 
within the context.  
4) Developing categories to assist in thematic coding: In order to 
complete the previous step logically, content analysis categories 
need to be identified. A coding frame can be developed from the 
literature, previously related studies and/or the researcher’s 
experiences. To ensure the texts provide valid interpretations 
according to the selected coding themes, inclusion and exclusion 
criteria need to be decided. 
5) Investigating the relationships of research elements: this includes 
exploring how the interpretations of the texts respond to the content 
analysis instruments and planning how these relationships will be 
argued. 
6)  Incorporating reliability and validity: Considering the reliability and 
validity of the chosen protocol(s) and whether they relate to 
intercoder reliability measures. Grbich (2013: 190) suggests cross-
referencing the measurements’ purposes with the study’s objectives 
to establish the trustworthiness of the research. 
 
The purpose of the data-collection and analysis procedures is to assist the 
researcher in establishing a preliminary understanding of the data, as well as 
the applications of the analysis. The process for content analysis described 
above is considered for the arrangement and interpretation of the data in 
this research study. 
 
In presenting a comprehensive analysis of contextual and experiential 
communication in public media channels, qualitative data was 
accumulated. A media content analysis was applied using the knowledge of 
the three media content analysis constructs named in the preceding section 
and investigated in the literature review presented in chapter four. The texts 
collected for the case study were studied to detect thematic 
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communication patterns. These patterns were investigated in the primary 
analysis using a selection of protocols advocated by the media content 
analysis concepts that motivated this study. It was considered reasonable to 
categorise the communication in the texts according to the presence of 
particular message features associated with the brand and the brand activity, 
and the nature of the comments generated in public media. Partly 
influenced by the examples provided by Jeffrey (2006: 8-9), numerical coding 
is used as qualitative labels for the inferences.  
 
From the analysis of the texts, the following communication themes could be 
identified: 
  
Primary themes Coding criteria Relevance 
Prominence 
factors 
 
Headline/title Not inclusive of topic 1 
Partially inclusive of topic  2 
Apparent reference to 
topic  
3 
Placement (position, 
space/interval or 
timeframe) 
Poor  1 
Fair to good  2 
Excellent  3 
References to and/or 
quotes from 
spokespersons 
Not included 1 
Moderately featured  2 
Very prominent  3 
The inclusion of 
brand/product facts 
Not included 1 
Somewhat present 2 
Major focus 3 
The use of visuals to accompany the 
copy (this excludes radio discussions) 
Not included;  not relevant 
to topic 
1 
The use of visuals to accompany the 
copy (this excludes radio discussions) 
Tone of communication 
 
Moderately featured 2 
Very prominent 3 
Negative 1 
Tone of communication 
Competition  
Balanced (equal accounts 
of positive and negative) 
2 
Positive 3 
Not present 1 
 Competition  
Included, but not 
compared 
1 
Compared with and rated 
against competitor(s)  
2 
Not present 3 
Table 13: A check-list of discussion themes for media content analysis  
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5.4 Ethics 
For this study to present an objective research product and demonstrate 
integrity throughout the research process, the study does not exploit the rights 
of individuals or groups. 
  
As the texts representing articles, reviews, brand mentions and discussions 
were distributed in public media outlets, the names of the contributors to the 
content were willingly revealed to the public. This shows that the texts were 
available and accessible in public domains within the timeframe of this study. 
In terms of social media, user-generated content was placed on public 
online networks at the social media users’ discretion. This affirms that the 
social media users’ comments and blog entries were voluntarily posted on 
online networks and accessible to a global audience during the research 
period.  
 
Accordingly, the texts gathered for this study are analysed as public media 
texts in widely-distributed media platforms. In this regard, the identity, partial 
identity or alias of the journalists, product reviewers, bloggers and social 
media users may be revealed in the texts. To protect their privacy, the profiles 
of the content-generators are not explicitly referred to or discussed in the 
data analysis. Rather, the communicators are distinguished as ‘writer’ (print), 
‘speaker’ (radio), ‘blogger’ (blogs), ‘user’ (Twitter) or ‘general’. The term 
‘general’, is relevant when no reference to an individual content-generator is 
included. To comply with the editorial requirements of scientific research, 
details of the specific media outlets and texts from which the communication 
is drawn are cited46.  
 
The primary researcher did not approach any of the content-generators and 
was not actively involved in the communication analysed.  
 
5.5 Reliability and validity 
Reliability and validity are facets in academic research and should correlate 
with other parts in the study to substantiate the interpretation and evaluation 
                                                          
46 Refer to ‘Sources consulted for data analysis’ in the bibliography section to view the relevant references. 
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of the data (Wimmer and Dominick 2003: 57). A study is reliable when it 
demonstrates consistency in different research methods (Krippendorff 2004: 
211). Validity refers to the degree to which an instrument measures what it 
initially sets out to measure (Wimmer and Dominick 2003: 159). For an 
understanding of the applications of content-specific publicity analysis, 
qualitative data from public media texts was analysed using mixed methods.  
 
According to Wimmer and Dominick (2003: 56), reliability testing entails two 
elements. The first component represents the so-called ‘true’ score, whereas 
the second is a random error and does not provide an accurate assessment 
of what is being measured. Krippendorff (2004: 214-215) identifies three types 
of reliability, namely stability, reproducibility and accuracy. The first, stability, 
refers to the consistency of a result at different points in time. The second type 
of reliability, reproducibility, involves the use of equivalent measurement 
instruments and the replication of the process in successive studies as well as 
being tested by different analysts in various conditions or timespans. The third 
component, accuracy, entails having the research process conform to test 
what it was originally designed to test.  
 
In qualitative studies, research is reliable when repeated measurement of the 
same material results in similar conclusions (Wimmer and Dominick 203: 156). 
The trustworthiness of the researcher, the accuracy of the interpretations and 
the researcher’s confidence in the findings all contribute to a dependable 
study (Du Plooy 2009: 133). Reproducibility incorporates all of these qualities 
(Krippendorff 2004: 214-215). This type of reliability is also referred to as 
intercoder reliability (Du Plooy 2009: 133), and is considered one of the 
stronger reliability methods 47 .  According to Du Plooy (2009: 133), two 
methods are associated with intercoder reliability: (1) when two or more 
investigators examine the same content and (2) when more than one 
method of data-collection is incorporated in the analysis48.  
 
                                                          
47 Intercoder reliability is used to achieve a level of agreement among independent codes (considered 
‘true’), and which are used to categorise content using the same coding instrument (Wimmer and 
Dominick 2003: 156). 
48 These methods lessen the possibility for data to be misinterpreted and for biased reporting to occur (Du 
Plooy 2009: 133-134). 
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In the case of validity; individual or combined methods can be used to 
support the validity of a measurement; there include face or content, expert-
jury, criterion-based and construct validity (Du Plooy 2009: 135). Firstly, face or 
content validity is relevant where the researcher is responsible for qualifying 
an item as a reasonable measure for a particular variable. Expert-jury validity 
is similar to the former, but involves assessments by a group of people and 
researchers who are experts on the subject matter to evaluate the merit of 
the measure. Criterion-based validity can be applied in two ways: by means 
of concurrent and predictive validity. Concurrent validity is when a new 
measurement strategy is compared with earlier criteria about the same 
procedure. Predictive validity regards the potential of a measurement 
instrument to predict appropriate research categories that are related to the 
issue being investigated. Lastly, construct validity includes testing the validity 
of a new or developing measuring instrument by using content and criteria-
related evidence.  
 
This study combines methods by using a media content analysis and a case 
study. As a result, obtaining intercoder reliability and content validity are 
significant for this study. Therefore, the application of the different research 
methods makes this treatise recognisable as being intrinsically multi-faceted. 
Furthermore, the texts used are obtained from media platforms that 
communicate to audiences from diverse backgrounds, ethnicities, languages 
and income levels. For this reason, the investigator needs to account for the 
various patterns of data that can add range and depth to a valid argument 
in the area of interest and the research issue.  
 
5.6 Conclusion 
This study proposes an understanding of the publicity analysis presents to 
support the production of descriptive feedback on unpaid brand-relevant 
communication in public channels. PR practitioners are experiencing the 
pressure of having to explain how their efforts have been useful in having 
accurate and newsworthy brand information endorsed in public media. 
Communicators are also expected to adapt evaluation strategies and assist 
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in the development of PR as a profession that portrays best practices and 
ethical approaches to measurement.  
 
The recent uptake of new methods of publicity analysis and debates about 
quantitative monitoring used in a subjective field, such as PR, suggest that the 
development and timing of this research is appropriate.  
 
An important research component discussed in this chapter is the research 
methods selected for data-collection and analysis. These research 
approaches provide a foundation for the detailed presentation of the 
findings in chapter six. 
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CHAPTER SIX: RESEARCH FINDINGS 
 
6.1  Introduction 
The research findings were obtained through a media content analysis of 
intermediate responses to the launch of Two Oceans Quay 5. The analysis 
provided insights into the communication elicited in public media channels 
including the prominence of the messages, the brand disposition displayed 
towards the topic, the presence of competitor mentions, and opportunities 
for extending audience reach on different media channels. The evidence 
drawn from the findings helped to develop conclusions and 
recommendations about the use and effectiveness of media analysis 
approaches in the context of PR research and publicity evaluation.  
 
The following is a description of pertinent media content analysis themes 
representing the protocols applied in this study. Also, the structuring of the 
findings will be provided. This is followed by an overview of the Two Oceans 
Quay 5 case study and the interpretation of the findings.  
 
6.2 Outline of the report 
The research presented in this treatise focuses extensively on the use of 
measurement instruments to deduce results from qualitative data. In relation 
to the research aim and objectives, the principle questions guiding the study, 
as well as the interest of the researcher, specific media content analysis 
guidelines were used to aggregate the results. The media content analysis 
constructs that provided the analytical procedures for interpreting the 
content in public media texts, and relating the findings to the research issue, 
include:  
 
− ‘New Model for Media Content Analysis’ by Griffin and Michaelson 
(2005) 
− Guidelines on Media Publicity Measurement developed by PRISA  
− Barcelona Declaration of Research Principles introduced by AMEC, 
the IPR and PRSA 
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The analytical procedures drawn from the three approaches named above 
are described in the next section of this chapter. 
 
To provide an additional context for a discussion of the applications of media 
content analysis elements that would appropriately respond to the research 
question, an understanding of the case study and the origins of the texts was 
needed. Accordingly, this chapter includes an overview of the Two Oceans 
brand; the Quay 5 product range and the Quay 5 launch campaign 
elements. As a result of privacy policies and to avoid possible conflicts of 
interest, the official campaign plan for the Quay 5 market introduction is not 
provided. Alternatively, information suggesting the publicity tactics of the 
Quay 5 launch was sourced and analysed to gain an idea of the campaign 
objectives. An addition to this is a summary of the contextual considerations 
of the communication media that distributed the relevant media coverage 
and audiences’ comments to the South African public. 
 
To present the findings obtained through content-based research in a 
structured manner, the case study has been divided as follows: 
 
− Overview 
 Campaign elements 
 Public media channels 
−  Data interpretation: media content analysis 
  Prominence factors 
 Tone of communication 
 Competition 
 Accessibility 
− Summary of the findings 
 
The principle questions proposed to guide this study are important 
components in the structuring of this chapter, and will therefore be used to 
guide the logical order of the data interpretations. 
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6.3 Research findings  
6.3.1 Theoretical and contextual considerations 
Two principle questions guiding the study that have been important 
constituents in the formation of this chapter includes How are media analysis 
techniques limited to and/or useful in measuring audience responses? and In 
what way can the criteria prescribed by media analysis contribute to 
improved models of assessment in publicity reviews?. To provide additional 
context for these enquiries, the theoretical and contextual considerations for 
each section and their respective subsections presented in the structure of 
the findings report are described below:   
 
6.3.1.1 Campaign elements 
The dynamics of the Two Oceans Quay 5 launch is discussed in this part of the 
report. The reason for noting the campaign elements is to provide extra 
background for the analysis of secondary brand-specific communication in 
public media channels.  
 
 6.3.1.2 Vehicles for publicity: public media channels 
As was deliberated in chapter three of this treatise, uncontrolled media 
allows an organisation little control regarding the impact of brand 
impressions. For publicity to be effective and to align with brand 
communication objectives, specialists need to be aware of the specifics (for 
example, target demographics, editorial deadlines, technical and regulatory 
contexts) of the media outlets they approach. Therefore, the section that 
addresses the Quay 5 launch campaign elements briefly details the public 
media channels used to disseminate and share individuals’ opinions of the 
Quay 5 market introduction.  
 
6.3.1.3 Primary and supporting themes for media content analysis 
After an in-depth review of theoretical surveys and recently documented 
debates about the three media content analysis approaches listed in section 
6.2, the researcher identified specific themes that were consistent in the 
public media texts used to construct the Two Oceans Quay 5 case study. 
Consequently, it was noted that most of the protocols that guided this data 
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analysis are accustomed to traditional media platforms. To correlate the 
findings with the research objectives, and develop an in-depth study of the 
responses to promotional activities, the texts in social media were monitored 
where possible. Moreover; partially influenced by Jeffrey’s (2006: 8-9) 
categorisation prepositions for publicity analysis, qualitative labels were 
attributed to the data interpretations and to demonstrate the results using 
graphs where necessary. 
 
Drawing on theory as presented in the literature review in chapters two to 
four of this treatise, the following primary and subsequent discussion themes 
were used to interpret the data:  
 
− Prominence factors 
Prominence analysis is recognised as one of the long-standing protocols in 
media content analysis used to plan and adjust brand communication 
activities. According to PRISA (Schroeder-McLean et al. 2010), studying a 
combination of prominence elements of the topical responses in mass 
communication platforms can assist evaluations of publicity. To describe the 
prominence of the public media texts accumulated for this study, the findings 
were compiled according to the following subsequent themes and 
qualitative codes as outlined in the previous chapter: 
 
a) Headline/title: Griffin and Michaelson (2005: 5) contend that 
‘weighting’ headlines and story introductions can help explain the 
potential for titles to entice audiences to interpret and understand 
the messages being screened. For the data analysis in this research 
study, the texts were rated according to whether they (1) blatantly 
excluded the subject matter, (2) were partially inclusive of the topic 
or (3) included an apparent reference(s) to the topic.  
b) Placement: The potential dominance of respective items in media 
coverage can be explained by using the items’ position in media 
platforms, the space/interval occupied by the communication and 
the timeframe in which it appeared as references (Eisenmann et al. 
2012: 10).  In this subsection of the findings report, public media texts 
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were labelled according to (1) poor, (2) fair to good or (3) excellent 
placement. 
c) References to/quotes from spokespersons: As part of a discussion of 
the potential prominence of the brand-relevant communication 
analysed, source mentions were interpreted and distinguished as 
either (1) absent, (2) moderately or (3) strongly featured. 
d)  Brand/product facts: facts are used to relate information to the 
context of the initial message. For recipients to understand the 
information as is desired by the message sender, it is essential for up-
to-date facts to be carried over correctly and accurately. From the 
knowledge obtained from the overview of the Two Oceans Quay 5 
case study, the data was viewed to either (1) have excluded brand-
specific facts, (2) did not clearly indicate facts or (3) featured facts as 
the major focus. 
e) Visual elements: Findings were gathered from the visual elements 
displayed in pertinent publicity pieces and audience reactions. The 
data was described according to whether the texts (1) did not 
include images or were not relevant to the topic, (2) whether images 
were present, but featured moderately or (3) when visuals were very 
prominent.  
 
One of the risks in the analysing of the prominence of secondary brand-
specific communication in widely-distributed public media is the highly 
subjective process required by the analysis. The contextual factors of the 
media used to distribute the relevant communication are therefore 
described later in this chapter to add to valuable insights and develop an 
objective findings report.  
 
− Tone of communication 
The slant of intermediate brand-specific messages disseminated in public 
media may disclose important information about the content generators’ 
cognisance of and the level of interest shown toward or their dislike of the 
topic. Griffin and Michaelson (2005: 8) relate message tone as being one of 
the four stages of communication effects necessary for efficient 
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communication; where the intended recipient receives and correctly 
interprets the original message(s). Described as a factor of latent analysis 
(Eisenmann et al. 2012: 8), the attitudes displayed in media coverage are 
essential for planning brand communication objectives that involve 
generating publicity. In evaluating the dominant attitudes displayed in 
traditional and social media, communication specialists can generate an 
idea of how their brand(s) appeals to audiences and then evaluate the 
impact of their promotional activities. The results obtained from the media 
content analysis specific to the tone of communication were coded for the 
findings report according to whether attitudes expressed towards Quay 5 
were seen as (1) dominantly negative, (2) showed equal accounts of 
negative and positive responses or were (3) dominantly positive. 
 
− Competition 
Examining the presence of competitor brand assertions alongside mentions 
of the brand belonging to the organisation can help to generate an idea of 
the brand’s prominence within the monopoly of commercial messages. From 
the media content analysis conducted in this study, an analysis relevant to 
competitor comparison per public media channel was completed using 
coding schemes. This included judging (1) whether Quay 5 was compared 
with opposition brands, (2) if mentions of opposition brands were evident, 
where the texts presented no obvious comparison between competitors and 
Quay 5, or (3) if competitor brand comments were absent.   
 
− Accessibility 
Carrol (2012: vii) explains that media convergence allows for the 
‘overlapping’ of messages in different communication channels. This is 
relevant to a PR 2.0 context in that the morphing of different communication 
vehicles enables brand communicators to directly communicate with key 
stakeholders, extend the spreadability of their messages, reach larger, more 
diverse audiences and increase the prospects for consumer-brand 
engagement. In this subsection of the findings report, the opportunities for 
stretching audience reach by means of synchronised content in various 
communication channels are investigated. To logically structure the 
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presentation of the findings for this category, the ease of accessibility of 
content in different platforms is first discussed according to whether the 
content (1) was not synchronised with another platform, (2) was synchronised 
with one other platform or (3) synchronised with more than one platform. 
Secondly, focusing on online media, inferences were drawn from the (1) 
presence, (2) mere presence or (3) the apparent inclusion of electronic links 
in the texts.  
  
6.3.2  Two Oceans Quay 5 case study 
To add additional background to the case study, this part of the chapter 
discusses Two Oceans from an organisational point of view, to include the 
brand concept, and then continues with the proposed sections and 
subsections of the findings report as set out above. 
 
6.3.2.1 Overview 
Among the 3440 South African wine producers accounted for in the year 
2012 (WOSA 2012), Two Oceans is a well-recognised wine label in the 
domestic consumer and trade industries which has produced growing figures 
in export sales (Two Oceans Wines 2012). Two Oceans Wines regularly feature 
in international wine competitions including the World Wine Value Challenge 
where the brand earned a Best Buy rating in 2012, Germany’s 2012 MUNDUS 
vini and Berliner Wein Trophy show where Two Oceans attained silver and 
gold medals (De Kock Communications 2012: ¶2-3). In the local market, Two 
Oceans is presented as ‘popularly priced’ (De Kock Communications 2012: 
¶1) and available from a broad range of liquor outlets.   
 
 ‘Where the Two Oceans, friends and good times meet’ 
 
The friendly and light-hearted concept presented in the slogan above not 
only spells out the amicable relationships Two Oceans encourages among its 
consumers, but also the sentimental association the brand intends to 
maintain with its stakeholders. Since Two Oceans’ inception in 1993, the 
coming-together of the Atlantic and Indian oceans has been crucial in 
linking Two Oceans with its South African heritage. This, with the various 
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qualities described in this section, is an essential characteristic for the brand’s 
success and persistent themes in its communication activities. Evidence of this 
is Two Oceans’ active involvement in national conservation efforts. First, the 
wines carry the sustainability seal as the wines are sourced from Integrated 
Production of Wine scheme, or IPW-accredited49 grape vines. In addition, to 
show its commitment to responsible industry practices, Two Oceans is 
partnered with the World Life Fund for Nature (WWF) and Southern African 
Sustainable Seafood Initiative50 (SASSI). Two Oceans is a dedicated sponsor of 
the annual Two Oceans Hermanus Whale Festival and regularly supports 
similar festivities across the country. While Two Oceans’ involvement with local 
entertainment events and its slogan together typify the brand’s approach to 
a friendly, easy-going lifestyle, Two Oceans’ association with environmental 
causes reflects the brand’s values and its pledge to responsible industry 
practices.  
 
Two Oceans forms part of Distell Group Limited, a multinational company 
specialising in alcoholic beverage production and trade. In its investor report 
for 2012 (Distell 2012: 3), it is declared that Distell strives toward familiarising its 
consumers with new products through strong market leadership and 
knowledge, high brand awareness, message distribution and media liaison.   
 
An understanding of the values to which Distell and Two Oceans aspire are 
useful discussion themes in this study. However, because the case study 
represents the launch of the Two Oceans Quay 5 wine range, it is also 
important to establish a sufficient understanding of the Quay 5 product 
range’s key features and the communication components of its first 
promotional programme.  
 
Quay 5 is an extension of the laid-back image Two Oceans registers. Yet, the 
Quay 5 wines are set apart mainly by the low-alcohol and calorie features. 
This is a first for South Africa, as the Quay 5 wines contain 5.5 per cent abv, an 
extraordinary low quantity compared to the usual 12 per cent as is put 
                                                          
49 IPW is a conservation plan started by the South African wine industry in 1998 to support the sustainable 
development of wine (IPW n.d.).  
50 As is stated on its website (www.wwfsassi.co.za), WWF SASSI aims to preserve the marine ecosystem by 
educating and encouraging people to consume fish species that are not endangered (2010). 
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forward by the ARA (2013: ¶3). Quay 5 personifies the vibrant lifestyle of 
today’s young adult and fashion-conscious consumer. In this context, Quay 5 
is regarded as an accessory which adds a distinct quality to wine that is 
enjoyed in good company. As is seen in its tag line below, the brand 
predominantly seeks to appeal to women (Quay 5 Facebook page 2013):  
 
 ‘Let your hair down’ 
 
While it has added a particular sense of interest to the long-standing Two 
Oceans concept, Quay 5 does not deviate from Two Oceans’ values and 
identity, and is a clear extension of these elements. 
 
6.3.2.2 Campaign elements 
The Two Oceans Quay 5 launch campaign involved information subsidiaries, 
including Two Oceans’ brand representatives and its PR, supplying 
promotional messages to third-party information designators, such as the 
press, with the aim of the information reaching large consumer groups. 
Consequently, in September 2012, Two Oceans used advertising, its website 
and its dedicated social media platforms to introduce Quay 5 to a South 
African market. The product range was set to launch internationally in 2013.  
 
Two Oceans’ brand communication approaches were most evident in its 
social media sites. The social media platforms consulted here include the Two 
Oceans and Quay 5 Facebook pages, and the Quay Five YouTube channels. 
An important point here is that the TwoOceansWines YouTube channel and 
the @TwoOceansWine Twitter account did not generate comments relevant 
to the Quay 5 launch at the time of this study, and are excluded from the 
discussion. Also, during the timespan of this research study, Quay 5 did not 
have a registered Twitter account, but used the following hashtags at the 
time of the wines’ launch to flag related comments: #winebeautystyle and 
#livelightly. Social media used by Two Oceans Wines in particular are 
frequently updated with topical developments.  
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The Two Oceans Facebook page is mainly used to gather interest about its 
flagship wines, and invites users to participate in discussions about subject 
matters that recount brand themes. From the Two Oceans Facebook page, it 
is evident that the brand uses this platform to communicate its products’ 
features, and also distinguish Two Oceans and Quay 5’s conceptual 
approaches, as well as connect with diverse audiences. While the Two 
Oceans Facebook page rarely includes updates about Quay 5, content 
concerning the latter is placed on Quay 5’s designated Facebook page. 
However, in support of Quay 5, Two Oceans took to communicating the 
products’ launch on Facebook, directing Two Oceans’ fans to the Quay 5 
Facebook site. 
 
 
Figure 11: Quay 5 reveal posted on Two Oceans Facebook page 
 
The Quay 5 Facebook page was created in August 2012 and used as a 
communication basis to heighten fans’ anticipation in the build-up towards 
the Quay 5 products’ take-off in September. For instance, prior to the wines’ 
reveal, Quay 5’s Facebook profile image displayed a question mark and 
multiple teasers placed on the Facebook site provided clues about the new 
product series. The idea that Quay 5 would ‘excite all your 5 senses’ was a 
prominent theme during the pre-launch period and remains a popular 
reference in Quay 5’s social media interactions. 
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Figure 12: Quay 5 reveal posted on Quay 5 Facebook page 
 
Reminiscent of the lifestyle Two Oceans personifies, the introductory 
announcement placed on the Quay 5 Facebook page on 13 September 
2013 emphasises the products’ key qualities and how these complement 
friendship and relaxation. Again, the wines’ low alcohol ingredient is a key 
element in this promotional message.  
 
 
Figure 13: Quay 5 Facebook cover page updated 13 September 2012 
 
As demonstrated in figure 13, Two Oceans maintains a visible presence on 
the Quay 5 Facebook site. This creates the impression that Two Oceans is a 
foundational component in Quay 5’s social media communication. 
 
Social media allows for the flow of information across multiple 
communication platforms. In this way, content remains consistent with the 
integration of digital media tools (Carrol 2010: vii). Consequently, various links 
between Two Oceans’ social media channels are used to direct social media 
users to and from messages with recurring promotional themes.  
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As talk about Quay 5 started to increase on its Facebook site, the 
conversations took on a more personalised approach and multimedia 
became more indicative of the best friend image Quay 5 sought to establish.  
 
Available on the Quay 5 Facebook page are links to the Quay 5 YouTube 
site. A YouTube video, called ‘Intro to the Quay 5 Community with 5FM's 
Dineo’51 illustrates the steps Quay 5 has taken to build a ‘community’ of 
‘besties’ using social media. The video features popular 5 FM radio presenter 
and Quay 5 brand ambassador, Dineo Lusenga; it introduces the Quay Five 
YouTube channel to social media users. Although uploaded on 3 September 
2013, almost a year after Quay 5 entered the South African market, the video 
reiterates the brand concept as being ‘more than just a beverage, but rather 
a lifestyle, a new best friend and your favourite accessory’ (Quay Five 
YouTube channel 2013).  
 
Two Oceans’ social media spectrum is ideal for two-way communication and 
useful tools for generating brand exposure from a social point of view. Two 
Oceans’ social media activities targeted creating a mutual understanding 
between the brand and the public.  As such, it can be stated that Two 
Oceans endeavours a PR 2.0 approach to public communication; it uses 
social media to establish a transparent connection with online users by 
means of symmetrical information exchanges.  
 
From this overview it can be suggested that the following considerations were 
important factors in the Quay 5 launch campaign and the brand’s public 
communication objectives: 
 
− Quay 5 is distinguished from Two Oceans, yet is an extension of the 
initial Two Oceans lifestyle concept; 
− Quay 5 is the ideal drink for young, social and urban women who 
have a particular interest in fashion; 
− Quay 5 is based on the concept of ‘awakening’ your five senses; 
                                                          
51 www.youtube.com/watch?v=JbnM-HNNF-M 
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− Quay 5 is set apart from other wines in that Quay 5’s 5.5 per cent abv 
registers it as South Africa’s first grape beverage to contain alcohol;  
− Quay 5 supports healthier lifestyle choices and responsible drinking. 
 
6.3.2.3 Public media channels 
To associate the findings within the context of PR research and publicity 
evaluation, the media sources that featured relevant communication 
relating to Quay 5 were noted. In keeping with the study timeframe, it is 
important to acknowledge that the public media texts analysed in this study 
made available to the public in the first year of the Quay 5 launch, from 
September 2012 to September 2013.  
 
The following public media channels provided the relevant texts: 
 
a) Traditional public media channels 
 Print and radio 
Two mass media communication platforms considered useful for fostering 
stakeholder relations in PR are newspapers and magazines (Newsom et al. 
2004: 229). These channels present some of the conventional communication 
activities in PR and publicity strategies. The Quay 5 launch resulted in media 
coverage in daily, weekly, monthly, bi-monthly and seasonal publications 
distributed to regional, national and international audiences that were 
English, Afrikaans or vernacular speakers. To aid the interpretations for 
scientific study, the case study in this research was delimited to media 
targeted at English South African speakers. The texts gathered for this study’s 
primary analysis appeared in the lifestyle sections, columns or supplements in 
newspapers and in popular lifestyle and trade magazines. The study’s 
timeframe specific to newspapers containing relevant media coverage was 
from 21 September 2012 to 2 February 2013, whereas longer term 
publications, namely magazines, were dated August 2012 to September 
2013.  
 
Although the Quay 5 launch was made official on 13 September 2012, these 
observations show that Two Oceans and its PR had considered the 
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publications’ editorial deadlines for the news to be relevant at the time of 
Quay 5’s launch. Also, the newspapers and magazines consulted in this study 
manage websites and social media sites. This allows the media houses to 
synchronise the content communicated using different platforms. 
Nonetheless, the information is often structured differently due to the 
technological differences and principles of the various media platforms.  
 
This is also the case in radio. From the texts gathered, a radio conversation 
that featured Quay 5 took place on the Classic Wine radio show 
broadcasted on Classic FM (102.7 FM) on 21 September 2012. Aside from its 
online presence, the information discussed on the radio channel was 
available to audiences that have access to the DStv audio channel 857 and 
Vivid channel 12. Classic Wine, a monthly glossy distributed nationally, is an 
extension of the Classic Wine show. As it has a clear focus on serious topics, it 
is apparent that the media channels associated with Classic Wine focus seek 
to attract sophisticated audiences that are familiar with traditional and/or 
digital media.  
         
 Websites 
The timespan for websites that hosted information about Quay 5 stretches 
from 13 September 2012 to 24 April 2013. As noted above, websites are useful 
online spaces for information communicated in print and broadcast media 
and increase the prospects for brand-specific messages to be spread to 
large, heterogeneous audiences. Usually based on one-way public 
communication, websites often provide a formal structure for information in 
that content is produced by assigned content generators and according to 
editorial etiquette prescribed by that particular site. This is particularly evident 
in news and magazine sites. Some examples of converged websites and 
publications investigated in this study include The Weekend Post linked with 
Peherald.com and The Next 48 Hours linked with 48hours.co.za. The texts 
analysed in this study were obtained from a selection of websites which can 
be classified as vehicles for controlled public communication. First, some 
websites featured competitions that included positive descriptive snippets 
about Quay 5. Secondly, publicity appeared on sites that hosted press boxes; 
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where Two Oceans is listed as a client. Press box services provide accurate 
updates for its clients’ brands. Accordingly, competitions and press box sites 
present trade negotiations or arranged transactions where the intended 
brand messages appear in assigned  communication media. Although these 
tactics characterise sales-driven approaches, competitions and press box-
type sites do appeal to diverse audiences and input from PR, as well as good 
media relation are often important factors. Thus, these sources were analysed 
as part of the case study. 
 
b) Social media 
 Blogs  
Blogs are powerful communication mediums that offer a virtual space for 
both amateur and experienced writers to reflect on topics while blog visitors 
can contribute to post-article comments. The Quay 5 launch campaign 
resulted in posts by South African lifestyle bloggers who have a large 
following. The timeline for blog articles collected for the analysis here was 21 
September 2012 to 14 December 2012. In contrast to most websites, the 
exposure that is granted to brands on blogs is narrated from a social point of 
view and may appear somewhat spontaneous compared to the reviews 
published on news and magazine sites.  
 
 Twitter 
Social media networks are considered the ideal platforms for two-way 
communication as social media users can choose to actively participate in 
the production and distribution of information. Due to the instantaneous 
nature of Twitter, the tweets directly associated with the Quay 5 reveal were 
short-lived. Yet, content generators continued to use Twitter to give social 
media users access to relevant content on websites and blogs. This ensured 
that Quay 5 maintained visibility on Twitter for six months, dated from 13 
September 2012 to 24 April 2013. 
   
6.3.3  Data interpretation: media content analysis 
To recapitulate the purpose of the principle questions guiding the study in this 
chapter; the data interpretation set out to discover how limited and/or useful 
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the chosen protocols explained above were. How the criteria prescribed by 
the media analysis protocols would add to improved assessment models is 
then discussed as part of the recommendations made for future research 
(chapter seven). 
 
For the purpose of this study, the public media texts surveyed had to 
constitute the planned secondary brand-specific communication in local to 
nationally-distributed media outlets and social media. The target sample 
excluded advertisements, information distributed in languages other than 
English, as well as content targeted at audiences outside South Africa.  
 
6.3.3.1 Prominence factors 
This section summarises the results from the data analysis according to the 
significance of the texts’ titles; the placement of items in the communication 
media; references to and/or quotes from spokespersons; as well as brand 
facts and visual elements in the content appearing in public media channels. 
To illustrate the results, weighted values were attributed for each text and are 
demonstrated with graphs where necessary. 
   
a) Headline/title 
Considering all the categories of texts studied (print, radio, website and social 
media); in relation to the 89 texts monitored in this study, no headlines or 
introductions to the content dispersed in traditional media include obvious 
references to Quay 5. From all the texts studied, titles that do not directly 
introduce Quay 5 were seen to rather preview the discussion themes for the 
content. Therefore, these titles were rated as not inclusive of the topic. 
Examples include:   
 
 Your drinks choice - Woman and Home 2013 
 In the mood for... love - Food and Wine - The Mercury 2013 
 My best of summer - Kiss, Blush and Tell 2012; Twitter 2012 
 
Titles were registered ‘partially inclusive of the topic’ if they do not refer 
directly to Quay 5, but which imply characteristics about Quay 5 that make it 
possible to recognise the reference (for example, relevant images or subtitles 
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that include mentions of Quay 5). Some examples of titles ‘partially inclusive 
of the topic’ include: 
 
 Food Slimmer’s Wine - Drum 2013 
 Celebrate the lighter side of life - The Next 48 Hours 2012; The Next 48 Hours (online) 2012 
 
In a radio discussion that featured Quay 5, the following was found: 
 The recording (available as a podcast) of the conversation is divided 
into two segments; one segment’s title points to a discussion on ‘the 
new Two Oceans Wine Range’ (Classic FM 2012).   
 In this broadcast, no designated title for the discussion is evident. 
Nevertheless, before this interview commenced, speaker1 informed 
listeners of the impending interview that focused on Two Oceans:  
 
We’re going to be speaking with speaker2, who is the global 
marketing manager for Two Oceans Wines, a massive brand in 
South Africa and overseas. And they released a new product, 
which I think you’re going to be interested in. 
 
As a result of the speaker’s underlying reference to Quay 5, and the relevant 
podcast segment’s title,  this particular radio discussion was classified as 
‘partially inclusive of the topic’ in the title. 
 
In considering social media, significant findings are as follows: 
 A significant finding from the analysis of the texts is that the headlines 
reflected in the tweets present active hyperlinks that navigate the 
user to related content placed elsewhere on the internet.  
 From the collection of tweets reviewed, a total of 20 texts provide 
titles.  
 Nine tweets from this specific selection provide links that enable 
social media users to navigate to online reviews and articles about 
Quay 5.  
 None of the tweets that contain titles or links was seen to ‘partially 
refer’ to Quay 5.  
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 Tweets rated as ‘not inclusive of the topic’ were categorised as such. 
Although some tweets presented links that would connect users to 
descriptive commentary about Quay 5 elsewhere on the web, the 
links were not descriptive. This forced social media users to click on 
the links before they would retrieve the information and understand 
the context of the active titles. 
 
Figure 14 demonstrates the findings gathered from this specific assessment: 
 
 
Figure 14: Rating of headline/title prominence across texts 
 
As mentioned earlier in this subsection, the majority of the public media texts 
analysed do not include references to Quay 5 in headlines - a total of 52 
texts. This may have required that the readers/viewers/listeners/website 
visitors/social media users to have read further into the content and/or 
engage with the information to understand the communicators’ observations 
and experiences of Quay 5. 
 
b) Placement 
 Position 
An analysis of the positioning of individual public media texts was most useful 
in newspapers and magazines. A total of 18 media placements were 
evaluated:  
 
 Quay 5 mentions appeared in product listings in print publications’ 
dedicated lifestyle columns or supplements.  
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 Sixteen placements merely refer to or describe Quay 5 alongside 
descriptions of other wines and/or other products. This was 
particularly noticeable in quarter page to two-page articles or 
product listings published in newspapers and magazines.  
 Quay 5 is not distinguished in the individual media placements by 
means of dominant positioning factors, for example sidebars and first 
paragraphs.  
 
Placement of the overall media coverage was therefore interpreted as 
poor in regards to the items’ positioning. 
 
 Space/interval 
Due to the limited character space provided in Twitter feeds, Twitter was 
omitted from the analysis of the prominence of the space/interval relevant to 
Quay 5.  
 
First, in print media, it was found that: 
 Only one text dedicate more than one column to content specific to 
Quay 5.  
 The remaining 17 print-related texts either include brief mentions as 
part of a discussion of different wine varietals or product features 
where Quay 5 is moderately featured compared to the other topics 
discussed in the same items.  
 
Secondly, in the radio discussion, consisting of 22 minutes and three seconds, 
an interview with a Two Oceans brand spokesperson about the Quay 5 
market introduction lasted 13 minutes and 22 seconds. In the same 
broadcast slot, a live tasting of the Quay 5 wines took place over four minutes 
and 15 seconds.  
 
Lastly, in the articles and reviews published on websites and posted in blogs: 
 A substantial amount of information, occupying three or more 
paragraphs per text, was found to be relevant in a total of 17 texts.  
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 However, six of these texts were uploaded onto press box websites and 
two contain competition copy.  
 Two articles from this selection critique Quay 5 negatively (a more 
detailed account of tone of communication follows in the section 
below).  
 In nine texts, Quay 5 features less prominently. This is because the 
majority of these texts, which constitute at least one paragraph of 
information at a time, feature Quay 5 in reviews of competitor 
products or products not related to wine.  
  
It was obvious that descriptions of Quay 5 occupied a substantial amount of 
space in print media, as well as airtime in radio broadcasts. However, as a 
result of the large extent of space dedicated to competitor mentions in print, 
Quay 5 does not dominate the space provided. Therefore, in view of the 
space/interval factor, the placement of the publicity was classified as fair to 
good.     
 
 Timeframe 
The case study represented secondary brand-specific audience responses 
that were disseminated in public communication media within the first year 
of the Quay 5 launch in South Africa. The relevant communication took place 
in either at the time of the launch or information was distributed in traditional 
public media channels that circulate news on a daily, weekly, monthly or bi-
monthly basis.  
 
Focusing on print publications; the units sampled for this study were 
distributed in seven weeklies, as well as 13 publications sold every month or in 
longer intervals. 
 
The radio show analysed, namely Classic Wine, is broadcasted and recorded 
every Friday evening at 18:30. The show does not follow or lead in to the news 
as is presumed would be standard for a nationally-broadcasted radio 
channel. Instead, Classic FM dedicates its Friday night line-up to 
entertainment topics.  
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Other points to consider: 
 A total of 65 texts collected from the relevant public media channels 
were distributed to the South African public in the first three months of 
the Quay 5 launch (13 September 2012).  
 Most of the remaining texts, however, were disseminated in longer-
term media such as magazines.  
 Also, some of the media sources followed-up on the Quay 5 market 
introduction later in 2013.  
 
Considering these observations, it is safe to say that throughout the year 
timespan of this study, most reports on Quay 5 accompanied the timing of 
the launch appropriately. For this reason, the texts that have been studied in 
view of the timeframe factor were seen to display ‘excellent placement’.    
 
c) References to/quotes from spokespersons 
The findings specific to references to/quotes from spokespersons have clearly 
indicated that this component is limited in the public media texts from the 
case study. Only 12 texts provided comments by authoritative individuals or 
groups.  
 
These texts include comments by the Two Oceans brand manager, Wines of 
South Africa (WOSA) and the chief executive officer of South African Wine 
Industry Information & Systems (SAWIS).  
 
A total of 77 texts do not cite the views of brand and industry representatives. 
 
Examples of references to/quotes from spokespersons in texts include: 
 
 “Health is always important in the alcohol industry, so wines with lower calorie and alcohol content 
are definitely coming to the fore, which is in line with international trends.” (Fastmoving.co.za 2013) 
 
 Norrish said there was a spike in sales of wines in the R20 to R40 bracket with a strong move towards 
better value – not necessarily lower priced wines per se, but quality wines at more affordable prices. 
He added that new entrants to the market generally did well as they offered good quality and 
value for money. (Winetimes.co 2013) 
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Figure 15: Rating of references to/quotes from spokespersons across texts 
 
To further explain the statistics shown in figure 15, in texts that contain quotes 
from authoritative figures and institutions, but where the authorities are not 
identified, the texts were qualified as being ‘partially inclusive’ of source 
mentions.  
 
From the selection of texts which were rated as ‘very prominent’, five texts 
were published on press box websites. This meant that the quotes were likely 
published on these sites as a result of contracted agreements with Two 
Oceans and its PR, allowing for the sites’ visitors to receive information that 
has been accredited by brand representatives.  
 
 
d) Brand/product facts 
The public media texts collected for this study needed to portray messages 
that have been endorsed by information generators in the media and 
supplied by information subsidiaries including Two Oceans and its PR. As a 
result of these sampling criteria, most of the texts could be studied for this part 
in the data analysis.  
 
Twitter, on the other hand, provided texts that either do not include brand 
facts or where the tweets provide little context for the facts. This may have 
required social media users, who were unaware of the topic, to navigate to 
descriptions accessible from the tweets to understand the context of the 
factual reference.  
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Important considerations relating to the labelling of the data for this part of 
the analysis include: 
 
 Texts containing content that do not clearly define brand facts were 
categorised as ‘somewhat present’. To explain, when the 5.5 per cent 
low-alcohol factor is referred to as ‘de-alcoholised’ (Classic Wine, 
November 2012), this omits factual elements that may set Quay 5 
apart from other products listed in the same text.   
 When facts are accurate, the texts are categorised as a ‘major focus’. 
 When facts are not spelled out to the reader/user/listener, but are 
accompanied by descriptions in the text and/or when texts feature 
more than one fact, the texts were labelled as a ‘major focus’.  
 
Figure 16 summarises the findings aggregated from this particular analysis: 
 
 
Figure 16: Rating of brand fact inclusion across texts 
 
The findings drawn here used the inclusion of brand facts as a protocol for 
media content analysis and revealed that the facts most noticeable in the 
texts include:   
 
 Contain 5.5 per cent abv. 
 Contain 64 calories (240 kilojoules) per 120ml wine. 
 Priced at R28 to R33 per bottle. 
 Available in South Africa from September 2012. 
 Quay 5 product range consists of a rosé, red and white wines. 
 Packaged in lightweight recyclable bottles. 
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Although texts rarely contain references to Quay 5 being South Africa’s first 
wine to contain 5.5 per cent abv, the wines’ low-alcohol content is the most 
repeated feature in texts that contain brand facts. Accordingly, this feature is 
relevant in 48 texts. It demonstrates that Two Oceans have succeeded in 
influencing a persistent focus on Quay 5’s unique selling preposition (USP) in 
uncontrolled public communication media.  
 
e) Visual elements 
As radio is not an applicable medium for studying visual elements, the radio 
discussion was excluded from this stage in the analysis.  
 
From all the 41 texts which feature visual elements that associate with Quay 5, 
it was apparent that some of the images are the products of professional 
photography - as is seen in Two Oceans’ communication activities in its 
website, its dedicated social media and advertisements. Other texts do, 
however, include images that have been taken and/or edit by the media 
source. Examples follow later in this subsection. 
 
 Figure 17: Rating of visual elements in texts specific to traditional public 
media channels 
 
Important considerations about visual elements include: 
 
 As is illustrated in figure 17, visuals of Quay 5 were ‘very prominent’ in a 
total of 28 texts. This judgement required that visuals of products other 
than Quay 5 are absent in the texts.  
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 From this selection, only four texts from Twitter reflect images 
associated with Quay 5. The remaining 40 tweets were classified as 
‘not inclusive of relevant images; not relevant to the topic’. These 
tweets were rated accordingly, because, instead of including images, 
the tweets present social media users’ comments or active links to 
blogs and websites.  
 Placed in the ‘present, but moderately prominent’ category were texts 
where visual elements relating to Quay 5 are not the central focus of 
the item. The product listing depicted in figure 18 below is an example 
of a text seen as ‘present; moderately featured’. This was decided, 
because pictures of various opposition products appear in the same 
space as Quay 5.  
 
 
 Figure 18: Two Oceans Quay 5 moderately featured: visual elements 
(Source: PLAY - Independent Newspapers 2012) 
 
 In texts that listed wine products, no texts were seen to accentuate 
individual products in terms of their size, colour and quality. This is also 
apparent in figure 18. To explain, the products are not distinguished by 
means of larger images or with the discolouration of opposition 
products.  
 For items rated ‘very prominent’, substantial space is used for visual 
inserts of Quay 5, and images of other products are omitted. Examples 
of public media texts where Quay 5 is visibly prominent are illustrated in 
figures 19 and 20:  
 
Two Oceans Quay 5 
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Figure 19: Example 1; visual elements - Two Oceans Quay 5 very prominent 
(Source: Twitter 2012) 
 
 
Figure 20: Example 2; visual elements - Two Oceans Quay 5 very prominent 
(Source: Rouge 2012) 
 
 The results of the data interpretation specific to visual factors revealed 
that 30 of the media placements and social media comments 
contained promotional images produced by Two Oceans.  
 Six texts generated by social media users include images that were 
edited and uploaded by the communicators (as is shown in figures 19 
and 20).   
 As was noted in previous units in this chapter, six texts from the 
collection of texts studied are relevant to press box services and 
competitions. This means that the images used in these texts were most 
likely directly sourced by/from Two Oceans as part of their negotiations 
with these sites.  
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To conclude this part of the analysis, it is deduced that the presentation of 
Quay 5 visually aided its brand exposure in that it was well received and 
utilised by intermediate communicators.  
 
6.3.3.2 Tone of communication 
This section discusses the overall slant of third-party brand communication 
distributed in public media channels.  
 
From the texts reviewed, the communication was found to be (1) negative, 
(2) positive or showed (3) positive and negative perceptions in the same 
item. The results have shown that a large extent of the texts contained similar 
information. This is also partly due to the convergence of the media channels 
in which the texts had appeared. In order to conduct an objective 
investigation, all the texts were analysed and rated according to a weighted 
value per public media channels.  
 
As was done in the previous sections and subsections, qualitative labels were 
used to categorise the data and illustrate the overall tone of the 
communication across the texts using a chart. Additionally extracts from the 
texts that strongly suggest tone, and which were not edited by the 
researcher, are provided in each subsection.  
 
In longer extracts, phrases that were considered most indicative of tone are 
emphasised with italics.  
 
a) Traditional public media channels 
In this subsection, the term, ‘writer’ is used to distinguish journalists, columnists 
or critics. ‘General’ refers to product mentions in product listings, and where 
no individual is credited in the content. 
 
 Newspaper articles and reviews 
Of the 18 printed publicity items studied as part of the case study, a total of 
five texts were relevant to newspapers. Although limited, the texts include 
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detailed reviews and brief descriptive inserts of the topic, and vary between 
negative, positive and balanced tones. 
 
Examples of the different tones depicted in newspaper articles follow below: 
 
Dominant negative communication: 
 
 Writer: These wines have usually been made from unripe grapes to keep sugar and alcohol low, 
resulting in a watery, acidic excuse for wine [my emphasis]. - My Weekend - Weekend Post 2013 
 
Communication showing balanced tones: 
 
 General: [...] they are distinctly sweet which makes them a nice introduction to wine [my 
emphasis] if you’ve never ventured past spirit coolers, but serious wine drinkers will find them too 
sweet [my emphasis]. - Play - Independent Newspapers 2012 
 
Dominant positive communication: 
 
 Writer: [...] I always say that drinking low alcohol wine was like kissing your brother; you might go 
through the same motions, but the spark just isn’t there. Well, I have to eat my words, because 
the wines are really enjoyable [my emphasis]. −The Next 48 Hours 2012 
 General: So if, like us, you can’t resist a yummy glass of vino with friends but without the calories, 
this is the perfect alternative [my emphasis]. - Leisure Options - Fourways Review, Northcliff Times, 
Randburg Sun, Rosebank Gazette, Sandton Chronicle and Midrand Reporter 2012 
 Writer: As a health-conscious wine, this relatively sweet, fruity wine allows consumers to enjoy life 
while remaining in control of their alcohol and calorie intakes [my emphasis]. - Food & Wine - 
The Mercury 2013 
 
Important considerations about tone of communication relating to 
newspaper articles include: 
 
 The flavour of the Quay 5 wines was found to be the most defined 
feature in the communication where negative and balanced 
attitudes are apparent.  
 At the same time, the range’s low-alcohol USP is questioned.  
 Nevertheless, the overall tone is positive.  
 
Accordingly, the analysis indicated that the mediators’ of the messages show 
a general liking towards Quay 5, specifically toward the wines’ taste and its 
low-alcohol and calorie content.  
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 Magazine articles and product features 
13 magazine articles and product features which contain comments about 
Quay 5 and the launch event were surveyed. Some significant interpretations 
are as follows: 
  
 From these texts, 10 publicity items are mainly positive.  
 None of the texts examined reflect a negative tone. However, one 
text does display a balanced tone, demonstrating negative and 
positive brand perceptions.  
 Two of the magazine-specific texts constitute mentions of Quay 5 that 
are mainly factual. These texts were considered not applicable in this 
part of the analysis as they do not reflect a specific tone.     
 
Examples of the different tones depicted in magazine-specific texts follow 
below: 
 
Dominant balanced communication: 
 
 Writer: Is it every day easy drinking like Two Oceans range, excellent value for money [my 
emphasis], although I have to admit that tasting its de-alcoholised range live and on radio I 
found totally underwhelming [my emphasis]. - Classic Wine 2012 
 
Dominant positive communication: 
 
 Writer: [...] a friendly and stylish new low-alcohol wine [my emphasis] for young and young-at-
heart urbanites. - The Taverner 2012  
 General: Health is always important in the alcohol industry, so wines with lower calorie and 
alcohol content are definitely coming to the fore [my emphasis]. - The Taverner 2013 
 Writer: A refreshing summer wine [my emphasis] for the no-fuss drinker. - Wineland 2012 
 General: [...] these health-conscious wines in recyclable bottles are perfect for summer quaffing 
[my emphasis]. -  Elle 2012 
 General: Distell has recently launched a stylish new low alcohol range [my emphasis] for young 
and young-at-heart urbanites. - Supermarket & Retailer 2012 
 General: [...] each sip is packed with lively, vibrant fruit flavours that enhance your sense of fun. 
It satisfies with an ample-bodied statement that stays on your lips instead of your hips [my 
emphasis]. - Longevity 2012  
 General: Quay 5 allows wine lovers to enjoy life while keeping control of both alcohol and 
calorie intake [my emphasis]. - Joburg Style 2012 
 General: [...] a fab low-alcohol option [my emphasis], good for sipping all day long! - Essentials 
2012 
 General: The Quay 5 range from Two Oceans Wines has such a low-alcohol level you can enjoy 
a glass without going over the limit [my emphasis]. (competition copy) - Living Space (Foschini) 
2013 
 General: There’s no need to watch your figure [my emphasis] with the new low-alcohol Two 
Oceans Quay 5 range, which has fewer kilojoules than other Two Oceans wines. - Drum 2013 
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The wines’ low-alcohol content is clearly a popular topic in the texts in 
magazines. This particular discovery emphasised that Two Oceans was 
successful in effectively carrying across this USP in uncontrolled public 
media.  
 
Other significant insights gained: 
 
 While most of the comments do show positive reactions to Quay 5, 
the individual texts appeared rather rehearsed.  
 Also, it seemed as though the same messages were repeated (cut 
and pasted) in the different texts.  
 In this regard, it was understood that, although the information was 
somewhat condensed, it was not extensively edited.  
 This may mean that the information generators may have relied on 
the input originally provided by external sources, such as Two Oceans 
and its PR.      
 
 Radio discussion 
The radio discussion, which included an interview with a brand spokesperson 
and a tasting of the Quay 5 wines, was analysed.  
 
In keeping with the ethical obligations of this scientific study, contributors to 
the discussion are distinguished as ‘speakers’.  
 
The main interpretations from the data is discussed as follows: 
 
 The discussion took place on the Classic Wine radio show on the 
national broadcast channel, Classic FM (2012).  
 Whereas the interview encompasses positive comments, as was 
mainly communicated by the Two Oceans spokesperson, the analysis 
concentrated on secondary brand-specific communication by 
intermediates;  the speakers who had conducted the interview and 
took part in the tasting.  
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 Other than the Two Oceans spokesperson’s input, the 
communication reflect the interplay of negative and positive brand 
responses: 
 
Speaker1: I think it’s an innovative attempt at a low-alcohol wine which there is a very definite 
gap in the market place for, I think. But, it’s definitely not going to win any wine competitions 
[my emphasis] is it? 
Speaker2: I think that for older people who expect wine −even though this is low-alcohol - it’ll 
be a little bit of a shock to the system. That’s not to say that they won’t start enjoying it later on 
[my emphasis], but for new drinkers −new people coming on to the market, and as we know, 
there are a lot of those in South Africa - I think, you know, it’s going to gain traction and, as 
speaker3 said earlier, this is the trend around the world and it’s good to see. And it might be 
interesting to see how their exports impact. It probably should be very very strong. - Classic FM 
2012 
 
The tasting presented in the radio broadcast is based on the quality of the 
wine and the speakers raised their concerns about how Quay 5 would 
appeal to discerning wine drinkers.  
 
On the other hand, the speakers are optimistic about the idea of Quay 5, 
promising good future sales and exports.  
 
As was noted earlier, the comments made in this discussion mirror the 
opinions noted in an article published in the November 2012 issue of Classic 
Wine, a magazine associated with the Classic Wine radio show.  
 
This indicates the consistency and the high potential for spreading the 
mediators’ responses to the greater South African public, allowing for a 
broader discussion basis for Quay 5, even though references to the brand are 
not necessarily positive.   
 
 Website articles and reviews 
The tone of the communication in website-specific texts, where the content is 
associated with Quay 5 and the launch event, is to a large extent positive.  
 
18 online items were surveyed for this subdivision and from this selection of 
texts; two items were excluded from this discussion due to the texts not 
portraying neutral attitudes. 
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Examples of the different tones depicted in website texts follow below: 
 
Dominant negative communication: 
 
 Writer: [...] even as I faced these wines with an open mind, willing them to surprise me, I couldn’t 
even swallow them [my emphasis]. - 2oceansvibe.com 2012 
 Writer: I’d rather stick to half a glass of something else, thanks. - Food24.com 2012 
 Writer: These wines have usually been made from unripe grapes to keep sugar and alcohol low, 
resulting in a watery, acidic excuse for wine [my emphasis]. - The Herald (online) 2013 
 Writer: As soon as wines try to be sold in relation to health and style, you know you are in for 
some trouble [my emphasis]. - 2oceansvibe.com 2013 
 
Communication showing balanced tones: 
 
 Writer: On taste, this tropical wine falls somewhere between grape juice and wine, so it’s not 
designed for aficionados [my emphasis]. - Grazia South Africa (online) 2013 
 
Dominant positive communication: 
 
 General: Quay 5 allows wine lovers to enjoy life whilst remaining in control of both alcohol and 
calorie intake [my emphasis]. (press box) - Fastmoving.co.za 2012 
 General: Quay 5 allows wine lovers to enjoy life whilst remaining in control of both alcohol and 
calorie intake [my emphasis]. (press box) - Wine.co.za 2012 
 Writer: [...] I always say that drinking low alcohol wine was like kissing your brother; you might go 
through the same motions, but the spark just isn’t there. Well, I have to eat my words, because 
the wines are really enjoyable [my emphasis]. - The Next 48 Hours (online) 2012 
 General: Complement your favourite seasonal colour palette and enhance your most 
memorable friendship moments with the ideal lifestyle accessory - an all-new lively low-alcohol 
range offering the ultimate in stylish refreshment [my emphasis]. (press box) - Winetimes.co.za 
2012 
 General: Distell has recently launched a stylish new low alcohol range [my emphasis] for young 
and young-at-heart urbanites. - Supermarket.co.za 2012 
 
 General: Quay 5 is ample-bodied [my emphasis] in taste, yet light in every other respect. It 
embodies smart choices [my emphasis]. (competition copy) - Pasella (online) 2012 
 General: Enhance your most memorable moments with the ideal lifestyle accessory - Two 
Oceans Quay 5, the ultimate in stylish refreshment [my emphasis] for smart, young women. 
(competition copy) - The Oprah Magazine (online) 2012 
 General: [...] each sip is packed with lively, vibrant fruit flavours that enhance your sense of fun. 
It satisfies with an ample-bodied statement [my emphasis] that stays on your lips instead of your 
hips. - Longevity (online) 2013 
 General: [...] well-known brand Two Oceans leading the way in creating a beverage segment 
that allows smart wine drinkers to confidently enjoy their favourite companion for longer - but 
without compromising on quality and taste [my emphasis]. (press box) - Fastmoving.co.za 2013 
 General: [...] well-known brand Two Oceans leading the way in creating a beverage segment 
that allows smart wine drinkers to confidently enjoy their favourite companion for longer - but 
without compromising on quality and taste [my emphasis]. (press box) - Wine.co.za 2013 
 General: [...] well-known brand Two Oceans leading the way in creating a beverage segment 
that allows smart wine drinkers to confidently enjoy their favourite companion for longer – but 
without compromising on quality and taste [my emphasis]. (press box) - Winetimes.co.za 2013 
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The data interpretation specific to this part of the analysis is discussed below: 
 
 In a first observation, many of the texts reflect the content that had 
been discussed in the sections of this report that were specific to print 
media.  
 This is due to the synchronisation of the content in different platforms 
that represent the same information source. For instance, the article 
placed on The Next 24 Hours (online) was published in The Next 24 
Hours newspaper and the product feature which was uploaded to 
the Longevity website mirrored the feature printed in the Longevity 
magazine.  
 
 As was mentioned above, the majority of the intermediate responses 
on websites are positive.  
 Similar to that observed in the subsection that focused on the tone in 
magazine-type texts; web-specific texts’ friendly assertions of Quay 5 
seemed rehearsed as though the responses were automated.  
 In this regard, it was thought that the comments lack spontaneity and 
sentiment.  
 
 However, negative comments strongly oppose the quality of Quay 5.  
 In these particular texts the content contributors detail the reasons for 
their distaste without their comments to have seemingly been edited 
or censored to match some form of the website host’s editorial 
etiquette.  
 Quay 5’s taste and low-alcohol content are highly debated topics in 
negative texts, and were seen to be the main causes for the 
communicators’ dislike of the wines and Two Oceans’ publicity tactics.  
 
From the web-specific texts that were found to be mostly positive, it is 
important to note that certain texts were uploaded as part of press box-
services and competitions. Thus, these texts may have been the result of 
negotiations. Therefore, it is assumed that the messages distributed on press 
box sites are not the result of uncontrolled public communication.  
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b) Social media 
The blog entries and social media comments that have been analysed in this 
study present English publicity pieces produced for South African audiences 
within the context of the Quay 5 launch.   
 
In this subdivision of the findings report, social media users are distinguished 
using the terms, ‘blogger’ and ‘user’ (Twitter) where necessary.  
 
 Blog posts 
From the eight blog posts examined, the bloggers’ attitudes towards Quay 5 
varied between balanced and positive communication. No blog entries 
have displayed dominant negative communication.  
 
Examples of the different tones depicted in blogs follow below: 
  
Communication showing balanced tones: 
 
 Blogger:  Even though I won’t be buying any [my emphasis] (they retail for R28 each), I think this 
is a very clever idea [my emphasis], and many people will be thankful for the low calorie option 
for summer. -Rouge 2012 
 Blogger:  Two Oceans’ Quay 5 Rosé; while it is a bit on the sweet side, you kind of expect it to 
be so it wasn’t an issue [my emphasis]. The red (spicy berries, traces of chocolate – yum!) was 
also pretty good but some felt it tasted a bit ‘watered down’ [my emphasis]. I didn’t mind this 
actually; it makes it the kind of rooi that I could easily drink outdoors on a hot summer’s day; fab 
for a picnic. The white, however, (tropical fruit and citrus), didn’t get much love [my emphasis] 
from my crowd and was deemed too sweet. Still, my friend Shelley, who’s a bit of a foodie, says 
that if you like sweet white wines (and many people do), it should go down very well [my 
emphasis]. - Lipgloss is my life 2012  
 
Dominant positive communication: 
 
 Blogger:  [...] for those watching their love handles, this is the perfect tipple [my emphasis] [...] - 
Miguel Chan Wine Journal 2012 
 Blogger:  [...] the perfect companion to any summer braai! A win is that the calorie intake is 
around half that of a regular wine! - Kiss, Blush & Tell 2012 
 Blogger: Two Oceans’ Quay 5 is about “responsible summer fun in every colour under the sun” 
[my emphasis]. - The Beauty Bloggess 2012 
 Blogger: I love all of them [my emphasis] especially the rosé. - Beautyqueen8’s Blog 2012 
 Blogger:  [...] Two Oceans Quay 5 – proves that style, beauty and delicious drinks that don’t 
compromise your health (or make you throw your name away) go hand in hand [my emphasis]. 
- Dearheart Beauty 2013 
 Blogger: Quay 5 is the perfect wine to suit every facet of your lifestyle [my emphasis] - And 
Lollipops 2013 
 
  
155 
 
From the data analysed in this section, the following important points: 
 
 The majority of the bloggers express their excitement about the new 
Two Oceans light range and describe how the wines can be enjoyed.  
 In blog posts that demonstrate both positive and negative tones, the 
bloggers are considerate of certain aspects of Quay 5 even when 
the wines were not completely to their liking.  
 Different to web-specific texts, the bloggers tend to emphasise their 
regard for Quay 5 with descriptions that are rich with emotion. 
Accordingly, their communication is less formally structured as would 
be assumed is the case with website articles. 
    
 Twitter (tweets)  
From the analysis regarding tone of communication it was clear that Twitter is 
a useful platform for voicing opinions and extending free brand exposure. This 
is apparent when tweets are used to link to content on different online sites.  
 
In accordance with this, the 44 tweets investigated in the study are mostly 
used to interlink online content. As such, social media users are urged to 
navigate from Twitter to the information available on websites and blogs.  
 
The data interpretations for this part in the analysis are as follows: 
 
 None of the tweets that relate to Quay 5 and the launch activity 
reflect balanced tones.  
 The texts that do not aggregate direct references to Quay 5 were not 
rated in this subsection. These tweets were seen to rather present 
electronic links to content outside Twitter.  
 In other instances, tweets would rather present comments that relate 
to the online content relevant to Quay 5, and which is available 
outside Twitter. An example of such a tweet includes:  
 
@user: thank u for doing the tasting and saving us from the bad wine! RT @2oceansvibe The Worst 
Wines I Have Tasted This Year http://bit.ly/QrFVvP  
 
(Twitter 2012) 
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This finding showed that Twitter users’ engagement with content was 
influenced by the quality of the content generators’ writings and the ease of 
access links in Twitter advocated.  
 
From the texts that included apparent references to Quay 5, tone was 
evident in the following:     
 
Dominant negative communication: 
 
 @user: So who is going to be the big winner tonight? My money is on Two Oceans Quay 5 
(comment reflects sarcasm; explanation to follow) 
 @user: Have you had a problem with Two Oceans Wine? Because this guy has a MAJOR problem 
with them. 2oceansvibe.com/2012/09/21/the-worst-wines-i-have-tasted-this-year/  
 @user: “If nothing else, Two Oceans should win a prize for the most incorrect use of the word 
authentic”  :’D via @2oceansvibe  bit.ly/P00uxY 
 
(Twitter 2012-2013) 
 
 
Dominant positive communication: 
 
 @user: Quay 5 two oceans wine wp.me/p2kTTR-5E 
Beautifully packaged quay 5 goodies Two Oceans Quay 5 is about “responsible summer fun in 
every colour under the sun”. 
 @user: Two Oceans Quay 5 - thank you @user. We’ll have to give to our hubbies as we’re both 
knocked up instagr.am/p/PhQQq7xqML/ 
 @user: Mmmm wonder what I’ll be doing this weekend. Thanks for the gift @user 
instagr.am/p/PjxZY5RkNP/” > live lightly :) 
 @user: Uncorking a @TwoOceansWine Light with dinner. Good thing it’s low-kilojoule; bikini time is 
here! (via @user) pic.twitter.com/umXT0Pex 
 @user: Gosh. I almost missed the start of wine o’clock. Thank goodness this package from 
@TwoOceansWine reminded me! ow.ly/i/YtVQ 
 @user: Two Oceans are giving a healthy life the high five. Low in calories but high in 'fun'...With an 
alcohol... http://fb.me/2oE84z7Ju  
 @user: Two Oceans give healthy living a high five http://ow.ly/f5jjC  
 
(Twitter 2012-2013) 
 
The last two positive comments were generated by the same press box 
service.  
 
 The findings for this subsection demonstrated that, while the 
remaining tweets are distinctively negative or positive, the majority of 
the texts do not include apparent references to Quay 5.  
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 It was important to consider the context of the comment, ‘So who is 
going to be the big winner tonight? My money is on Two Oceans’. 
This text was seen to portray a negative tone. Although the comment 
may at first seem positive, it carries sarcastic traits as the 
communicator has shown disregard for the wine reviews that have 
been published prior to this comment. 
 
While the texts obtained from Twitter do not provide opportunities for social 
media users to immediately relate to the topic, the tweets do encourage 
users to further engage with the content by connecting to relevant online 
articles and reviews, as well as competitions. The integration of content as a 
result from the convergence of different media platforms is discussed in 
section 6.3.3.4.  
 
To illustrate the outcome of the media content analysis for the variable 
relating to tone of communication, coding schemes were applied to the 
inferences and are displayed in figure 21. Texts that do not convey negative 
or positive tones were identified as neutral; a variant that was excluded from 
the demonstration below.   
 
 
  Figure 21: Rating of tone across texts 
 
In conclusion, the findings have shown that third-party communicators’ 
brand-specific responses to Quay 5 were mostly positive across all the public 
media texts, particularly in brief brand assertions and detailed articles 
published on websites.  
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Blogs appeared to be the ideal platform for information generators’ to freely 
express their opinions. However, the formal structure presumed to govern in 
websites was not prominent; the responses were arranged in a similar manner 
to blog posts.  
 
Blogs accentuated the tendencies of online users to communicate in public 
spaces where opinions could be shared in a two-way flow; a foundational 
constituent in PR 2.0 communication strategies.  
 
6.3.3.3 Competition 
An analysis of competitor brand presence in the content reflected in the 
public media texts from the case study showed that this variable was most 
evident in print and broadcast media, websites, as well as blogs.  
 
From the 44 tweets monitored, no communication posted on Twitter was 
found to include references to other wine products than Quay 5. As such, 
texts relevant to Twitter were not rated for this part in the findings report.  
 
Three tweets do however contain links to web reports and blog entries where 
the content generators compare Quay 5 with alternate products. These 
specific tweets link to the article, titled ‘Diet wines not necessarily light in 
quality and finish’ (2013), which was posted on The Herald eEdition site.  
 
Descriptions of the findings relating to competitor inclusion in the texts from 
each public media channel (excluding Twitter) are provided below. Again, 
qualitative labels were used to arrange the data and demonstrate the 
findings using a graph.   
 
a) Traditional public media channels 
This subsection focuses on texts that included brand mentions, but where no 
obvious comparison with Quay 5 was noticeable. It also considers when 
content generators compared Quay 5 with opposition brands/products.  
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The findings are summarised as follows: 
 
 Competitor inclusion is limited in all the texts from traditional public 
media. 
 Not more than one text per communication channel (print, 
broadcast and website) provided direct comparisons between Quay 
5 and brand/product opponents.  
 A considerable amount of the texts from this selection are mostly 
made up of promotional competitions that involved Quay 5. 
 Other texts included product listings that feature Quay 5, but where 
the different wines are not purposely compared to opposition 
products.   
 
 Newspaper articles and reviews 
The findings for this subsection as simplified as follows: 
 
 a) 
 From the five newspaper articles analysed, it was noted that in one 
publicity item, the writer rates Quay 5 against competitor brands as 
part of a review of various low-alcohol wines.  
 Three reports include descriptions of different alcoholic beverages, 
but these are not necessarily compared with Quay 5.  
 This last indication is evident in an article that discusses the 
phenomenon of low-alcohol drinking (The Next 48 Hours 2012). In this 
particular article, the writer registers Quay 5 as part of a ‘vogue’ 
movement in the wine industry. The writer then refers to a foreign low-
alcohol wine producer. This was presumed to add cogency to the 
writer’s argument: that the demand for low-alcohol wines was 
growing on a global scale. It is in this same line of thought that Quay 
5 is introduced to the reader as an example of what is believed to be 
a rising trend for low-alcohol drinking in South Africa.  
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b) 
 From the five texts investigated in newspapers, two texts present or 
appear among product listings.  
 In the first of the latter, the writer demonstrates a positive attitude 
towards wines from different producers and equally accredits each 
wine (Food & Wine - The Mercury 2013). 
 The writer discusses the features of the different wines as though 
promoting each wine’s unique attributes without deliberately 
comparing them. For example, where the writer comments that the 
Flat Roof Manor Pinot Rosé Light is ‘full of character and flavour live 
and zesty’; Quay 5 is recognised as ‘lighter-styled’, ‘health conscious’ 
and ‘packaged in lightweight recyclable bottles’.  
 In this regard, Quay 5 was not highlighted apart from competitors nor 
was the brand purposely devalued.  
 This particular text was therefore labelled as ‘inclusive of competitor 
mentions, but with no obvious comparison with Quay 5’.  
 
 c) 
 The second product listing (PLAY - Independent Newspapers 2012) 
was graded similarly to the previous text.  
 It includes competitor comparisons that are rather subtle and not 
one-sided. Thus, the reader is likely to gain cognisance of the 
products without being strongly influenced by the content generators’ 
views.  
 The wines are separated according to their varietals. Although the 
reader may compare the different wines according their varietal 
preferences, Quay 5 is distinguished by its low-calorie content, and is 
not rated against the wines mentioned in the item. This is a 
particularly clear in the following recommendations: ‘you want a 
budget-friendly party-pleaser (Nederburg Premiere Cuvee Brut); to 
stick to your diet (Two Oceans Quay 5); a serious red (Delheim Vera 
Cruz Shiraz 2009); a little softness (Bizoe Henriëtta 2011) and a bold 
Chardonnay (GlenWood Chardonnay Vigneron Selection 2010)’ 
(PLAY - Independent Newspapers 2012).  
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 d) 
 In contrast to the above, in the article ‘Diet wines not necessarily light 
in quality and finish’ [The Weekend Post 2013; The Herald eEdition 
(online) 2013], Quay 5 features among a range of light wines that 
were sampled by a tasting panel.  
 While Quay 5 ‘didn’t impress at all’, the writer highlights ‘definite buys 
being the Flat Roof, the Woolies Chenin, and the light pinks’.  
 The communicator’s experimentation with the different low-alcohol 
wines reveals that the communicator’s personal experience resulted 
in unfavourable publicity of Quay 5; the writer was not influenced by 
the promotional tactics that sought the his/her approval. 
 However, the comment, ‘The Two Oceans offering (R29, 99) at 5.5 per 
cent doesn’t qualify to be a wine and is labelled grape beverage’, 
shows that information on Quay 5 was accurately interpreted and 
shared. 
 In this regard, Two Oceans’ communication was effective while its 
influence was of no essence.  
 This text was categorised under ‘compared with and rated against 
competitors’. 
 
 Magazine articles and product features 
The findings for this subsection based on magazine articles and product 
features are summarised as follows: 
 
 a) 
 The majority of the texts in magazines include competitor brand 
mentions.  
 However, Quay 5 is not rated against competitor brands. Like the 
newspaper inserts discussed above, magazine features tend to list 
dissimilar wine products in the same articles, and briefly describe the 
aspects of each wine.  
 The aspects reiterated in the texts include, amongst others, wine 
production methods, acidity, aromas, taste and texture (bubbly or 
smooth) (Wineland 2012; Food and Home Entertaining 2013; Essentials 
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2012; Joburg Style 2012). Competitor inserts that feature less 
prominently, particularly in recipe columns (for example, in Woman 
and Home 2013) merely include a single indicator, such as the name 
of the wines.  
 Thus, these texts were recognised to include mentions of opposition 
brands, but with no obvious comparison with Quay 5. 
 
 b) 
 Texts placed in the same category as those described above are 
related to where competitor brands are used to relate a specific 
issue or industry development to the context of the information. For 
instance, the August issue of The Taverner (2012) included a two-
page article on global wine appreciation and market developments.  
− In this article the market introduction of Quay 5 is discussed in the 
context of the increasing emergence of low-alcoholic beverages 
in South Africa.  
− The scope of the article then broadens to a multinational scale 
when the writer refers to Honey Badger, a light Muscato wine sold 
in the United States that has gained considerable interest among 
young wine drinkers.  
 
 c) 
 In a text where Quay 5 is placed in a less favourable light, the writer 
describes its flavour as ‘totally overwhelming’ compared to the 
original Two Oceans wines’ (Classic Wine 2012).  
 This particular view point may cause Two Oceans’ loyal and potential 
consumers to support the initial Two Oceans range instead of Quay 5.  
 However, the writer of this article does not linger on this subject and 
swiftly moves on, asking the readers if they would rather ‘support 
some of the little gems coming from the Swartland’.  
 In this sense, it is plausible to relate Quay 5 as being somewhat 
disparaged with the writer’s brief but positive references to other 
brands.  
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 As such, this text was placed under ‘compared with and rated (Quay 
5) with competitors’. 
 
Two texts in magazines were found to be relevant to a competition 
exchange; the content focuses on no other product but Quay 5 [Living 
Space (Foschini) 2013; Drum 2013]. 
 
 Radio discussion 
The findings for this subsection of the analysis are listed below: 
 In the one radio discussion analysed, no clear comparisons with 
competitor brands was noted.  
 Nevertheless; as echoed in the radio show’s related magazine 
publication, Classic Wine, the speakers do reflect on the differences 
in quality and taste between the initial Two Oceans’ wines and Quay 
5.  
 Therefore, this text was considered to include competitor mentions, 
which omit direct comparisons.  
 As was noted in the previous subdivision, the consistency and 
spreadability of the mediators’ responses shared on radio and in print 
media can significantly extend audience reach to beyond what 
would have been possible with a single communication platform.  
 
While radio and print are of the most resilient and popular information sources 
in South Africa, these bear the risk of influencing a disregard for Quay 5 on a 
broad scale.  
 
 Website articles and reviews 
From the website-specific texts evaluated, it was found that little competition 
is present in the online responses.  
 
The findings for this part of the analysis are detailed as follows: 
 
 An example of a text categorised according to the criteria, 
‘compared and rated against competitors’, was present in an online 
164 
 
article where the writer detracts from Quay 5’s appeal in a review of 
six different wines.  
 Accordingly, the writer points out that he/she prefers to ‘rather stick 
to half a glass of something else’. (Food24.com 2012). Although no 
direct comparison with competitors is evident in the content, the 
negative attitude demonstrated towards Quay 5 may have 
opposition wines appearing more attractive to online visitors to this 
site.  
 Ratings against Quay 5 are also emphasised in a negative wine 
review published on 2Oceansvibe.com (2012).  
 In the review, the writer explains, ‘I think producing lower alcohol 
wines that can compare to other wines on the market is not a terrible 
idea. I don’t want to drink them, but the idea is fine’. The writer later 
contradicts this statement, saying, ‘not Quay 5; with these wines I 
have a problem’.  
 The creator of this item does not refer to any competitors, but, again, 
provides no opportunities for Quay 5 to gain the desired effect.  
 
To conclude this subcategory on the competitor inclusion protocol relating to 
texts from websites, it is again necessary to bear in mind that three texts 
include competition copy and six texts were obtained from press box site. 
These texts centre on Quay 5, and thus exclude opposition references. 
 
b) Social media 
Stated at the start of this section, the communication drawn from tweets was 
excluded from the competitor analysis since none of the texts give accounts 
of brand opponents.  
 
In following, the majority of the texts from the eight blog entries surveyed do 
not include competitor reviews.  
 
A discussion of texts relevant to opposition descriptions follows below. As was 
done in earlier subsections, extracts of the texts considered relevant for 
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discussion are provided below. References to competitors are indicated with 
italics. 
 
 Blog posts 
Seven blog posts single out Quay 5 as the main discussion topic or list various 
products including wine. For instance, in ‘My best of summer’ (Kiss, Blush & Tell 
2012), the blogger lists his/her favourite products ranging from sunscreen, 
beauty products and Quay 5. Due to the absence of wines other than Quay 
5, the communication was not relevant to an observation of competitor 
inclusion. 
 
One remaining text from this sample selection, however, was classified as 
including competitor descriptions. An example of the content where 
reference is made to opposition products includes:  
 Blogger: [...] I’m a total wine snob, and would rather not drink than drink low alcohol anything. 
[...] The horror! For me, life is too short! I need a glass of Rust and Vrede Estate just writing about 
it... - Rouge 2012 
 
The results of the analysis based on competitor brand/product mentions 
across all texts in public media channels (excluding Twitter), are depicted as 
follows:  
 
 
Figure 22: Rating of competitor inclusion across texts 
 
While bloggers had the opportunity to honestly depict their views and rate 
the wines as they see fit, most bloggers were pleased with Quay 5 and 
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their personal experiences of the wines, the bloggers are inclined to provide 
structured information that is presumed to have been sourced from the 
messages supplied by information subsidiaries (Two Oceans and PR). This type 
of information, which is predominantly factual, is repeated in various blog 
articles posted on The Beauty Bloggess (2012), Beautyqueen8’s Blog (2012), 
Dearheart Beauty (2013) and Miguel Chan Wine Journal (2012). 
 
6.3.3.4 Accessibility 
This part of the findings report articulates the following: 
 
(1) The integration of content in the texts analysed. 
(2) Opportunities provided in the texts for accessing topic-relevant 
information. 
 
Before commencing with the discussion of the findings for this section, it is 
important to note that from the 19 printed and broadcasted items analysed, 
opportunities for navigating to and from the various media platforms was 
most noticeable in social media.  
 
Considering the differing functionalities of digital and non-digital media, it is a 
given that online accessibility was not relevant to public media texts from 
print and broadcast platforms.  
 
However, the findings demonstrated that a considerable amount of 
responses that were distributed in print and broadcast channels match the 
communication in media placements on the publications’ and broadcast 
station’s dedicated websites.  
 
Table 14 on the next page provides examples of the same content that is 
accessible from different, yet interrelated platforms: 
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Platform 1 Sample copy  Platform 2 
(Print) My Weekend - 
Weekend Post, 2 
February 2013 
These wines have usually been 
made from unripe grapes to 
keep sugar and alcohol low, 
resulting in a watery, acidic 
excuse for wine. 
(Website)The Herald 
eEdition, 4 February 2013 
 
(Print) The Next 48 Hours, 
21 September 2012 
 
I must be honest, I always say 
that drinking low alcohol wine 
was like kissing your brother; you 
might go through the same 
motions, but the spark just isn’t 
there. Well, I have to eat my 
words, because the wines are 
really enjoyable. 
(Website) The Next 48 
Hours (online), 20 
September 2012 
(Print) Classic Wine, 
December 2012 
Is it every day easy drinking like 
Two Oceans range, excellent 
value for money, although I have 
to admit that tasting its de-
alcoholised range live and on 
radio I found totally 
underwhelming.  
Content reflects what was 
discussed on radio:   
I think it’s an innovative attempt 
at a low-alcohol wine which 
there is a very definite gap in the 
market place for, I think. But, it’s 
definitely not going to win any 
wine competitions is it? 
(Radio) Classic Wine show 
broadcasted on Classic 
FM, 21 September 2012 
 
(Blog) The Beauty 
Bloggess, 6 November 
2012  
Beautifully packaged quay 5 
goodies Two Oceans Quay 5 is 
about “responsible summer fun in 
every colour under the sun”. 
(Twitter) @user, 6 
November 2012 
Table 14: Examples of information replicated or similarly communicated in 
different, but interrelated media channels 
 
As demonstrated in figure 23 below, 14 texts from the six different public 
media platforms included content that is replicated or that displayed similar 
key descriptions relating to Quay 5. The integration of the content was most 
apparent in magazines and related magazine sites.  
 
 
Figure 23: Content synchronisation across texts 
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In online media, synchronised content is usually accessible with the use of 
links in either websites or in social media. Further descriptions follow in the 
listing below: 
 
 Figure 23 illustrates that the majority of the texts from Twitter do not 
display information that similarly appears elsewhere on the web.  
 This is plausible in that Twitter is a micro medium that is used for 
succinct instant messaging.  
 As such, the tweets present headlines, short descriptions or comments 
as active links to online platforms that feature the messages screened 
in the tweets.  
 For this reason, Twitter links were viewed to provide short previews or 
teasers of the online media items that address Quay 5.  
 Because electronic links enable social media users to connect to the 
platforms that host the relevant information, the links allow for users to 
engage with the content.  
 At the same time, the links create opportunities for consumer-brand 
engagement.  
 
Focusing on website and social media navigation, figure 24 shows the 
degree to which links are evident in the communication in the online texts 
analysed.  
 
 
 Figure 24: The presence of links across online texts  
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For the purpose of evaluating qualitative data online; whether descriptive 
links to brand-relevant communication by third-party content generators are 
portrayed as negative or positive were seen as important indicators.  
 
In the analysis for tone of communication discussed in the subsection above, 
tweets links that present direct references to Quay 5 were analysed. From this 
analysis it was noted that links to content that reflect negative brand 
perceptions are eminent in the conversations, tweets and retweets of social 
media users. For instance, 13 Twitter posts revealed the users’ support of the 
article, ‘The Worst Wines I Have Tasted This Year’ (2Oceansvibe.com 2012). 
 
In accordance with this, it seemed obvious that a large amount of tweets do 
not include direct references to Quay 5, but rather reflect social media users’ 
responses to critics’ online reviews of Quay 5. Because these tweets are 
predominantly negative, they may have further influenced negative ‘talk’ 
about Quay 5 on Twitter. A conversation that took place on 28 September 
2012 emphasises this very well: 
 
 @user: @user I hope you read the article in one of @user tweets about that very wine. I would do so 
before drinking #justsaying 
@user: @user @user 2 words: sickly sweet 
 @user: @user @user http://bit.ly/P00uxY  For your reading pleasure, and your palettes too. 
 @user: @user @user I found the phrase "What the candy flossing fuck?" to be rather descriptive. 
 @user: @user I was just about to tweet that. Ditto. cc @user 
 @user: @user @user Ya that's a classic wine report in a language I finally understand. #winesnobs 
 @user: @user @user very enjoyable read and a good heads up, although almost tempted to 
sample it but that's a big almost 
 
(Twitter 2012-2013) 
 
Other evident points to consider: 
 
 From the texts studied, links to competitions, as well as multimedia 
generated with Instagram and other social sharing tools including 
Ow.ly, are evident.  
 This may indicate that there is an opportunity for Two Oceans to 
increase brand appeal by using these social media platforms.  
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 Yet, the limited use of these tools by the stakeholders that Two 
Oceans may have approached in the Quay 5 launch campaign 
show that these platforms may not (yet) be useful communication 
platforms for the brand to interact with its South African target market. 
  
The media content analysis of the texts pertaining to accessibility indicated 
that a total of 28 texts from all public media channels encourage message 
recipients to gather information about Quay 5 by accessing either the Quay 
5 Facebook page or the Two Oceans website.  
 
The provision of these details in the texts, accompanied by invitations for 
audiences to learn more about Quay 5, can be recognised as a call-to-
action approach in brand communication. This is a factor that reminds us of 
the persuasive nature of PR and publicity, and the sales agenda of branding.  
 
6.4 Summary of the findings 
As per its definition, ‘publicity’ is associated with non-personal messages that 
are usually produced by PR professionals, stakeholders or the media and 
communicated in traditional mass media at no cost (PRISA 2013a: ¶2; Keller 
2003: 321). In contrast to this, brand exposure is no longer limited to print, 
broadcast and websites. Thanks to the wave of technological shifts of the last 
few decades, the publicity paradigm is traced to converged media spaces 
where the public agenda is at the heart of effective branding. Recipients of 
promotional messages, including the press and the larger public’s changing 
communication habits emphasise the need for flexible publicity analysis 
tactics to logically observe audiences’ emotional regard for experiences of 
brands.  
 
This chapter confirms that to discover how media analysis techniques are 
limited to and/or useful in measuring audience responses and what are the 
useful criteria that can aid improved models of publicity, careful surveying of 
brand communication in traditional and social media is necessary. This is also 
important if one seeks to remain knowledgeable about audiences’ regard for 
a brand.  
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This chapter presented and summarised the findings of the media content 
analysis where the use of the selected publicity analysis protocols was 
applied to a case study. From the detailed report completed in this chapter, 
it can be stated with confidence that to discover how media analysis 
techniques are limited to and/or useful in measuring audience responses and 
to identify useful criteria can aid improved models of publicity, careful 
surveying of brand communication in traditional and social media is 
necessary. This is also important if one seeks to remain knowledgeable about 
audiences’ regard for a brand.  
 
The following chapter further elaborates on the results of the data analysis 
with insights obtained from literature. In addition to discussing the limitations 
encountered during this study, chapter seven also includes suggestions for 
future research and, accordingly, expand on these suggestions.  
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CHAPTER SEVEN: RECOMMENDATIONS AND CONCLUSION 
  
7.1 Introduction 
This study was qualitative in nature and aimed to examine the applications of 
media content analysis. An analysis of available literature and documented 
discussions relating to the research issue, as well as the Two Oceans Quay 5 
case study, revealed how elements of content-driven assessments offer 
effective approaches, but limited insights into publicly distributed responses 
to promotional tactics.  
 
This chapter discusses the research findings against the background of the 
literature reviewed and the principle questions proposed to guide the study. It 
provides the primary conclusions drawn from the data analysis that is 
followed by recommendations. Areas for further investigation and the 
limitations encountered during the study are also described in this last 
chapter. 
 
7.3 Overview of the research 
In following with the principle questions guiding the study and to fulfil the 
research objectives, an extensive review of theory and recently documented 
debates by industry leaders, as well as an in-depth media content analysis, 
was completed. As part of the research design, a case study was 
constructed using unpaid topical mentions and reviews in public media 
platforms concerning the Two Oceans Quay 5 launch. This research consisted 
of the results of the media content analysis performed on the contents of the 
communication distributed in traditional public media channels and in social 
media as part of a literary review.  
 
 7.4 Revisiting the principle questions that guided the study 
The questions suggested to guide this study was useful to produce a 
comprehensive literature review that informed a cohesive data analysis.  
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This section is dedicated at briefly summarising the essence of each principle 
question. The purpose of this is to recapitulate on how the questions have fed 
into the context of this study from a theoretical perspective: 
 
 How is PR defined as a communication element in branding? 
PR can be defined as ‘the distinctive management function which 
establishes and maintains mutual communication, understanding, 
acceptance and co-operation between an organisation and its publics’ 
(PRISA 2013b: ¶1). As per this definition, PR needs to be distinguished as a 
stand-alone managerial and communication element in business (Wilcox 
and Cameron 2006, Skinner et al. 2010 and Diggs-Brown 2012: 6-7). 
Nonetheless, PR also consists of different dimensions that adapt and offer 
flexible solutions as the society and economy changes. Grunig et al. (2002: 4-
5) highlight these benefits and state that ‘public relations or communication 
management is broader than a communication technique and broader 
than specialized public relations’. By fostering strong two-way 
communication bands between a brand and its supporters, PR serves as an 
essential communication principle to build and conserve brand awareness.  
 
 What is publicity’s role as an indicator of PR?  
A crucial factor in PR is research. Lindenmann (2003: 1) places research in a 
PR context when arguing that, although there are various ways to accredit 
PR, specific measurement structures, including publicity monitoring, are 
needed to distinguish and explore PR’s different functions. This and the 
arbitrary nature of PR add to the growing concerns about proper, ethical 
research. This is particularly relevant when reviewing practitioners’ 
performances as publicity initiators. Publicity is topic-specific communication 
usually produced by PR practitioners or an organisation, and brought to the 
attention of the press and/or other third-party mediators. The publicity facet 
of PR helps to set the practice apart from other sales-driven professions due 
to the fact that publicity is the product of uncontrolled, unpaid 
communication and well-established media relations. While advertising and 
marketing focus on direct, paid means for disseminating information to target 
markets, publicity’s cost-effectiveness and its influence to label a PR-
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produced story newsworthy puts PR at an advantage (Seitel 2004: 222). In this 
way, publicity can be seen as an indicator of PR that sets the profession apart 
from other communications components. 
 
While chapters two and three of this treatise mainly addressed the questions 
listed above, the rest of the study focused largely on the remaining principle 
questions: 
 
 How are media analysis techniques limited to and/or useful in 
measuring audience responses? 
 In what way can the criteria prescribed by media analysis contribute 
to improved models of assessment in publicity reviews? 
 
The last chapter of the literature review, chapter four, as well as the data 
analysis, findings and conclusions aided the research to address these 
enquiries and, importantly, the research issue. The sections to follow 
contribute significantly to this outcome: 
 
7.4.1 A Review of AVEs 
In reconsidering the arguments in chapter four of this treatise, the consensus 
towards AVEs highlights that the framework’s high dependence on 
advertising rates limits research into the emotional and experiential public 
communication towards a topic. Also, the addition of a multiplier to the initial 
AVE calculation, used to match a capital value for PR and specialists’ ability 
to generate brand exposure, contradicts the sales-driven approach put 
forward by AVEs; this allows for inaccurate cost inflations. As mentioned 
earlier in this treatise, the AVE paradigm has often been accounted for 
labelling PR as an unethical speciality that is attuned to producing 
ambiguous results in comparison to brand communication components such 
as advertising and marketing.  
 
On the other hand, it must be realised that AVEs are not limited to PR, and 
can be applied in different communication industries. Unlike media content 
analysis, AVEs are more readily understood by management and are thus 
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often preferred to subjective contemplations of publicity reviews (Vlastelica 
et al. 2005: 9). In addition to this, AVEs are considered cost-effective, because 
they generate statistics that can be related in a ROI context (Vlastelica et al. 
2005: 9).  
 
While a considerable amount of PR institutions and committees argue against 
the use of AVEs, PRISA (Schroeder-McLean et al. 2010: ¶1) acknowledges that 
PR consultants are expected to supply a service to their client(s) that can be 
understood in a dominantly commercial environment. In this sense, AVEs are 
useful for benchmarking PR performance. While the Barcelona Declaration of 
Research Principles asserts that AVEs do not make up the value of PR, it 
suggests combining quantitative and qualitative methods when monitoring 
brand-relevant communication.   
 
In situations where AVE calculations are expected, it remains the specialist’s 
responsibility to add to the validity of this method by researching the brand’s 
environment and to relate the results to agreed brand communication 
objectives. 
 
 7.4.2 Media content analysis components based on case   
  study application  
The Two Oceans Quay 5 case study allowed for an analysis of the variables 
that were aligned with the themes of communication identified in public 
media texts. This enabled the researcher to explore the applications of 
protocols which are advocated by the following approaches to media 
content analysis:  
 
− ‘New Model for Media Content Analysis’ by Griffin and Michaelson 
(2005) 
− Guidelines on Media Publicity Measurement (PRISA) 
− Barcelona Declaration of Research Principles (AMEC, IPR and PRSA) 
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The texts from the case study reflected secondary topic-specific 
communication from information designators in public media and social 
media, and where their reactions were not censored by Two Oceans. 
However, it was noted that some of the media items reviewed were the 
products of controlled public communication and trade exchanges, namely 
competitions and press box services. As the content for the aforementioned is 
usually supplied by information subsidiaries and distributed to diverse 
audiences, these specific texts were analysed and identified apart from other 
relevant data. 
 
The media content analysis protocols provided insights into the intermediate 
communicators’ reception of Two Oceans Quay 5 with regard to the wines’ 
launch. However, due to various media channels’ editorial arrangements 
and structure requirements, some protocols were of no benefit. 
Interpretations of data based on the case study concluded the following: 
 
Prominence factors allowed for an analysis of the potential impact of 
publicity and brand dialogue in public media channels from a mechanical 
point of view. Factors relating to placement generated some understanding 
of how Quay 5 was recognised, particularly in traditional mass media. This 
was possible, because the communication distributed in traditional public 
media structurally adhered to placement indicators, namely position, 
space/interval and story timeframe. However, this was not the case with 
online media, where the significance of position could not be explored. While 
visual elements could not be studied in an analysis of radio conversations, 
communication distributed in all relevant channels could be examined 
according to the remaining prominence check-list: the use of the topic in the 
headline/title, source mentions and brand fact inclusion. Prominence 
fluctuated with each protocol, showing that public assertions of Quay 5 were 
not consistent throughout the research period.  
 
An analysis of tone provided definite results. While tone was mostly positive in 
public media texts, dislike shown towards Quay 5 was detailed. The technical 
and regulatory contexts of the communication media also seemed to have 
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influenced the intensity of the content-generators’ descriptions. For instance, 
the limited character-count for tweets restricted social media users’ 
descriptions whereas blog entries allowed for detailed, uncensored accounts. 
Also, most of the articles published on magazine and news sites tended to be 
more structured and formal. Because tone of communication showed results 
that relied on emotional experiences, it is thought that such observations may 
help distinguish the factors involved in the subjective nature of PR and the 
profession’s publicity aspect from advertising and marketing. 
 
Tweets were excluded from an analysis that was based on competitor 
inclusion as none of these provided competitor comparisons. In most of the 
remaining texts that were found to include competitor assertions, Quay 5 was 
not underrated against other products. Nevertheless, by merely mentioning 
other wines, this may have reduced the emphasis on Quay 5. This analysis 
protocol demonstrated that content which focuses on opposition brands 
may stimulate interest by using a comparative approach; message recipients 
could possibly relate to the new Quay 5, or any unfamiliar wine through the 
reviewers’ descriptions of those wines that may have been more familiar to 
the audience. In this sense, competitor comparisons may have helped to 
generate or added to the audiences’ understanding of Quay 5 before the 
wines were actually sampled. 
 
The accessibility of the content was most relevant in digital media due to the 
dominant presence of electronic links. However, similar content 
communicated with different media channels, including non-digital media, 
may have helped to extend audience reach; the information was accessible 
from more than one platform. Therefore, it is plausible to state that the 
convergence of media broadens the dynamics of publicity; this will be within 
the technical and regulatory settings where the different communication 
platforms are in operation. The synchronisation of content was particularly 
irrelevant to Twitter. Twitter did, however, provide links to online platforms that 
featured brand reviews, thus enabling social media users to navigate to and 
from the relevant information.  
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The media content analysis of the communication distributed in public media 
channels revealed many correlations between the protocols and the 
information identified in the communication. However, the applications did 
not provide a review that accommodated all the public media studied. From 
all the media content analysis protocols applied, tone of communication 
supported the descriptive overview of the brand’s disposition revealed in the 
communication. This factor was also applicable to all the public media 
consulted for this study. It minimised the need for the researcher’s subjective 
reasoning and thus lessened the potential for exaggerating interpretations.  
 
The media content analysis protocols, which reflected the themes identified 
in the communication, also showed the degree to which the information 
suppliers effectively delivered accurate promotional messages to the greater 
public using uncontrolled public communication formats. In addition to Two 
Oceans’ paid communication activities (such as advertising) and its social 
media interactions with consumers, secondary communication concerning 
Quay 5 are useful tactics for (1) generating a wide-ranging brand presence 
and (2) increasing the credibility of the brand in the minds of intended 
message recipients. If successful, publicity efforts are also purposeful 
components for making the brand more accessible on the internet. 
 
7.4.3 Recommendations 
From the research conducted, further recommendations can be made: 
 
Some prominence factors, including placement and visual elements, did not 
help complete an assessment of the communication reflected in all the 
media channels. This was due to the technical and structural indifferences of 
the communication platforms. Therefore, it is suggested that when 
communication specialists plan branding objectives, they should identify the 
protocols that will be most useful for analysing the potential impact of 
publicity per media channel. This may include considering that visual 
elements are not applicable in assessments of communication in radio. 
Content shared on websites and social media may only match analyses 
concerning space/interval, timeframe, headline/title, source mentions and 
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brand fact inclusion. By appropriately matching specific analysis protocols 
matched with the communication platforms, specialists can discover how 
third-party communicators have found the information and tools supplied by 
the initial message sender (communication specialist) useful, as well how 
accurately the message(s) has been interpreted and delivered to the public.  
 
As was deliberated in the previous section, tone of communication was found 
to be the most useful guideline for exploring the overall brand perception 
displayed in the communication in all types of public media. Specialists 
should thus review intermediate communicators’ attitudes toward 
promotional brand tactics to gain an idea of the brand’s emotional appeal 
and how this is reflected to the public. To illustrate the various ways in which 
attitudes are portrayed in the different media platforms and to substantiate 
data interpretations in publicity analysis reports, researchers should cite the 
content generators’ views. 
 
A competitor analysis was useful for gaining an idea of the stance of Quay 5 
against other wines in a South African public media setting. To provide a 
more detailed analysis using this protocol, PR practitioners are encouraged to 
look into the subjective nature of the comparisons. As such, an assessment of 
tone of communication can contribute to this observation. This may reveal 
the appeal of Quay 5 according to the attributes used to single out the 
brand, and can therefore assist in determining which characteristics are most 
useful for distinguishing the brand from the opposition. At the same time, a 
competitor analysis can show how opposition brands are performing in 
media coverage, what current and rising trends have been adopted by 
competitors, and how communication strategies need to be adjusted to 
sustain the relevant brand’s unique appeal in the media. 
   
Accessibility was most useful for an analysis of (1) the spread of similar 
content on different, but interrelated platforms, (2) the presence of electronic 
links and (3) the use of call-to-action demands to encourage audiences to 
further engage with content. Communication specialists can optimise the 
impact of publicity by ensuring that information is easily accessible. This is 
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possible with the use of electronic links which are popular tools for previewing 
information from different online sources. Often used in social media, links 
allow for the creation of headlines and short descriptions that screen brand-
specific content and encourage social media users to access the relevant 
information. This approach, with its focus on social media, allows brand 
communicators to freely connect with important stakeholders without 
requiring that information to be sanctioned by media gatekeepers. In 
essence, the ease of access to pertinent information may not only reflect well 
on the brand, but may indirectly benefit ROI figures as is desired with sales-
driven branding elements. 
 
Information based on the case study application revealed that there remains 
potential for information subsidiaries, including Two Oceans and its PR, to 
generate interest towards brands by continuing to format publicity tactics 
according to conventional communication (mass media) principles while 
remaining well-informed about PR 2.0 (social media) approaches. 
Accordingly, this means adapting content-specific evaluation strategies by 
carefully relating these to the requirements of dissimilar public media 
channels in view of the agreed branding objectives.  
 
While these recommendations may encourage PR specialists to include 
media content analysis principles in output research, one is reminded of 
Macnamara’s argument (2005: 1): research in PR remains a key issue in that 
practitioners either do not feel obligated to commit to comprehensive 
research or do not have the resources to do so. Consequently, while digital 
media offers exciting and affordable opportunities for communicators to 
conduct the proper research, it is believed that there is still a large void in PR 
practitioners’ knowledge as well as in the adoption of new media 
technologies (Grunig 2009: 15). This implication often affects organisations in 
that they may not recognise the potential for PR to effectively navigate 
online audiences’ interests towards the organisation and its brand(s). To a 
large extent the changing landscape of communication technologies can 
be accounted for being the result of the publics’ demand for mutual 
information exchanges. This is further emphasised by Berger and Freeman’s 
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(2011) view that the public is no longer the passive audience that resided at 
the receiving end of the press’ communication agendas; that audiences are 
rather active participants in every stage of the communication process.  
 
Approaches to the ‘New Model for Media Content Analysis’ (Griffin and 
Michaelson 2005), PRISA’s Guidelines on Media Publicity Measurement and 
the Barcelona Declaration of Research Principles (AMEC, IPR, PRSA) personify 
the need for practical and just techniques that build on traditional publicity 
measurement, but also accommodate social media monitoring. Drawing 
from research by Griffin and Michaelson (2005), Schroeder-McLean et al. 
(2010), Grupp (2010) and Eisenmann et al. (2012), regarding the three media 
content analysis conceptualisations mentioned above, important principles 
for content-driven examinations of publicly distributed secondary brand 
communication can be summarised as follows:  
 
− Ethics and transparency: Communication specialists are aware of the 
risks of subjective research and promote best practice by educating 
the client organisation about these risks and seeking ways to justify 
results.  
− Goal setting: Brand communication objectives and goals are 
established before campaign implementation and linked with results 
using valid measurement instruments. 
− Business results: Different brand communication components, 
including marketing, advertising and PR, are evaluated separately to 
distinguish how sales-based and other subjective paradigms relate to 
business objectives.  
− Research scope: Outputs are validated by distinguishing these from 
outtakes and outcomes and understanding how outputs, outtakes 
and outcomes are interlinked in the PR research cycle.  
− Needs of the media and its publics: Evaluators relate publicity results 
within the context of the relevant media outlets’ targeted 
environment and editorial requirements. Audience reach and 
circulation figures are paramount, but the media must personify the 
values and objectives of the brand. 
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− Quantity and quality assessments: Communication specialists consult 
calculated and subjective methods to increase the reliability of the 
results of publicity. The principles of AVEs are not dismissed. Rather, 
AVEs are applied according to a 1:1 ratio in view of advertising costs 
in addition to in-depth content analysis. Alternatively, a ‘cost per 
reach’ formula - as is suggested by PRISA (Schroeder-McLean et al. 
2010: ¶4) is applied. In this way a rating system is customised 
according to campaign objectives. 
− Social media monitoring: Consumer-brand engagement and brand 
visibility in social media is monitored daily, either manually by the 
researcher or with the use of specialised social media monitoring 
services and software. 
 
Regarding the media content analysis protocols discussed above, additional 
points that PR and communication specialists should bear in mind when 
constructing publicity feedback reports include:  
 
− Peer inclusion: reviews of the coverage obtained by partner 
organisations can provide insights into the important steps and trends 
that branding communicators are overlooking, overusing or even 
misusing. 
− Understand and distinguish the strategy from tactics: while publicity 
may constitute both, the contexts and associations for strategy and 
for tactics that are purposed to obtain positive publicity need to be 
carefully planned.  
− Match a PR 2.0 approach to communication with a PR 2.0 approach 
to research: social media conversation and communities are 
essential components that require monitoring of relevant brand 
mentions. This can be examined manually by the researcher. To save 
time, assessments can be carried out by means of online services 
including Simply Measured, HootSuite, SocialMention and Topsy.  
− Brief members: all individuals taking part in an integrated 
communication approach to branding (advertising, marketing and 
PR) should be briefed, together if possible, on the publicity tactics 
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and the systems for evaluation that have been agreed with the 
decision-makers. This should be done before campaign 
implementation.  
− Reverse strategy: communication specialists should pair the original 
branding programme with a proactive plan that can be used to 
counteract negative publicity. This can include accentuating the 
brand’s specific attributes, the organisation’s values, principles or 
noteworthy causes to decentralise the focus on negative news and 
reinforce stakeholders’ brand loyalty. Reverse strategies should 
accordingly be included in reviews of the branding strategy. 
 
In response to the widespread concern related to the lack of best practice in 
PR research, it is hoped that these recommendations will aid communication 
strategists to incorporate some flexible methods for publicity evaluation that 
will reflect the adaptability of PR. 
 
7.5 Suggestions for future research 
The issue of publicity measurement and its impact on PR is an 
underrepresented field in literature. With this said, further research is needed 
to develop and refine valid ways for monitoring media coverage. This can be 
carried out usefully in conjunction with the following:  
 
− A comparative study of the effectiveness of the most recent 
approaches to media content analysis. 
− A comparative study of the effectiveness of long-established 
methods for publicity analysis versus recent developments. 
− A survey study on PR experts’ views on the use of AVEs in the South 
African PR industry. 
− An investigation of the use of publicity analysis instruments by PR 
professionals in South Africa. 
− A comparative study based on the perceptions of quantitative and 
qualitative output analysis by considering PR professionals’ views 
versus those of management.  
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7.6 Research limitations 
In order for this treatise to present a reliable and objective study, it is 
necessary to report the problems experienced during the research. 
Challenges that related to the case study include: 
 
− As the research progressed, older publicity items necessary for this 
study were removed from one of the main data-collection tools, the 
Gate5 database. This did not obstruct the research as the researcher 
had archived the target sample from Gate5 within the first six months 
of the Two Oceans Quay 5 market introduction, and had frequently 
updated the sample selection. 
− Some online competition features which were gathered later in the 
research period could not be studied as the online spaces were 
occupied with unrelated information. This also eliminated a review of 
the tweets that provided links to the inactive web competitions.  
 
This study centred on measurement constructs. Therefore, while the texts from 
the case study were important factors in the research, they were not the 
primary units for the analysis. In this regard, shortcomings that related to data 
availability did not delay the study or interfere with the course of the 
research. 
 
Furthermore; this study was delimited to an analysis of a single case study, 
Two Oceans Quay 5. Although the research incorporated international 
perspectives, the case study narrowed this investigation to a South African 
context. Thus, the applications within this research may not have offered 
broader insights.  
 
The case study consisted of multiple topic-specific comments and reviews 
that were potentially influenced by information subsidiaries (for example, Two 
Oceans and its PR), and which were willingly distributed in public media 
channels. While the case study represented public media texts that were rich 
in content, the texts were limited to communication in newspapers, 
magazines, radio, websites, blogs and Twitter.  
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Moreover, the three approaches to media content analysis chosen for this 
research provided a broad range of guidelines. Two Oceans Quay 5 allowed 
for a considerable number of protocols to have aligned with the discussion 
themes identified in the data. However, the analysis was not inclusive of all 
the guidelines suggested by the media content analysis constructs that 
initially motivated this research. Consequently, the protocols that guided the 
primary analysis only explored (1) the potential prominence of the messages, 
(2) the brand disposition displayed towards the topic, (3) the presence of 
competitor mentions, and (4) opportunities for extending audience reach on 
different platforms.  
 
To have supplemented a discussion of the data results within the context of 
the research question and to minimise the potential for faulty assumptions, an 
extensive literature review of existing research on the main topics was 
completed. 
 
7.7 Closing remarks 
The results of this study revealed that content-specific assessments of 
secondary brand-relevant communication distributed in public media 
channels will assist in an understanding of the content-generators’ emotional 
and experiential reactions towards a brand. However, media content 
analysis cannot produce purposeful results if measurement principles do not 
accommodate the technicalities, editorial conditions and communication 
principles of the media used to disperse the relevant coverage. This also 
applies if the analysis does not link back to brand communication objectives.  
 
Existing media content analysis concepts merely advise communication 
practitioners on how they can engage proficiently with publicly 
communicated brand perceptions; however, it remains the practitioner’s 
responsibility to commit to impartial rationalisations of the results and to 
remain aware of the risks of subjective interpretations. Sadly, in a competitive 
business environment the explanatory nature of PR is superseded by the 
dominant interest in commercial returns. Thus, quantitative measurement 
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strategies are often chosen over qualitative analysis to estimate PR’s 
turnaround.  
 
Media content analysis requires dedication, attention to detail and forces 
communication professionals to understand and experience output 
evaluation as an on-going and a pre-emptive process in PR research. In a 
new media context, PR 2.0 coexists with effective communication 
management, which it is believed will continue to urge practitioners into 
taking on flexible response measurement strategies to research brand 
reception in both commercial mass media and social media. In this way, 
media content analysis can help practitioners demonstrate to management 
how comprehensive publicity explications, which are guided by media 
content analysis, can be valuable indicators for adjusting and improving 
brand communication. This study recognises that for a brand to establish a 
personality that can be identified by consumers, it is vital to review brand 
communication objectives within a social bracket that is not dominated by 
commercial and economic goals. By understanding the current and 
potential stakeholders’ emotional appeal, PR can help cultivate the brand’s 
communication. In turn, this can help the brand capitalise on ROI as is sought 
with advertising and marketing.  
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